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ajCopy, $2 a Year 


Rough Proofs — 


The New York Central has a} 
window display featuring golfing 
resorts, including “The Homestead, 
Hot Springs, W. Va.” Hitler 
the only one who is taking unwar- 
ranted liberties 
boundary lines. 


oe 


There’s no law which prevents a 
national advertiser from having a 
good dictionary close at hand, but 
Nash still believes the way to print 
it is “alright.” 


a 


Gladys the beautiful receptionist 
says she sees Paul Garrett is now 
advertising American champagne 
and sparkling Burgundy, and she 
thinks switching from gasoline bug- 
gies to grapejuice must be a nice 
change for Mr. G. 


vg¥ses? 


Those clever New York Times 
ads for “Kitty Foyle’ omitted the 
name of the author, an unpardon- 
able error unless you happen to 
know that the copywriter was 
Christopher Morley. 


Re 


An author who writes advertising 
copy for his brain child is unusual, 
but an author who leaves his own 
name out of the advertisements is 
positively unique. 


7 @ ®@ 


Howard Dietz, of M-G-M, 
plains that there’s really no ceiling 
for movie business and movie ad- 
vertising, so no space salesman will | 
ever expect to hear him say, “The 
appropriation’s exhausted.” 


- w= © 


Mark Ethridge says you don't 


need insurance policies to sel 
newspaper circulation if you put 
the right stuff in the newspaper. 


In that case, what you do is insure 
the editor. 


v,eg¥weY 
A new type stretcher has been 
invented which will solve a lot of 


production problems, 
head writers would like to find in 
these hectic war days is a paper 
stretcher. 

v v v 


Ace golfers are getting so numer- 


ous that advertisers who used to| 
offer special rewards for holes in 
one have now found it necessary to 


crawl into them. 


~~ © | 


nicotine, cur- 
advertising informs 
us, but after all the brewers never 
got very far trying to sell people 
on the merits of near-beer. 


Luckies have less 


rent newspaper 


vgsesyY 


Lux continues laying so much 
e hasis on cosmetic skin, the toilet 
Z00ds manufacturers are afraid the 
male animal will decide it isn’t the 
he loves to touch. 


vgs? 


Just about the time the Brooklyn 
decided that Leo Durocher is 


ther miracle man, the Giants 
led insult to injury by scoring} 
€ t runs in one inning. 
9 


hey are talking about starting a 
I \otion for Georgia peaches June 
15, but those you see on Peachtree 
et really need very little help 


Copy Cus. 


isn’t | 


with established | 


exX- | 


but what the | 


STRIKE COPY 
DEAN'S WINS BATTLE 


for CHICAGO MILK USERS! 


Result when Strike Ends. Stores Sell 
Deans Mik in Paper Botties with 


| Dean's has carried this fight for you against the 
| unterests who resusted change 


NOW YOU GET veess BENEFITS 


1 
2 
3 


oo ome 


Been s Milk a» 
ade A Past 


Shea 


One advertising result of Chicago's most 

recent milk strike was this full-page ad- 

vertisement of Dean Milk Company, an- 

nouncing that it had won its long fight 
to sell milk in paper containers. 


Milk Producers 
Vote $250,000 
for Quick Action 


May 29. 


| Chicago, Substituting 


action for words, the recently formed | 


American Dairy Association, at a 
meeting here, appropriated $250,000 
for the start of a fall advertising 
campaign, leaving it to the milk 
 eeodueets of the various states as to 
/how much shall be added to this 
| fund. D. T. Carlson, Willmar, 
;Minn., elected president, announced 
that he will appoint a plans com- 
mittee in the immediate future to 
|select an advertising agency and 
formulate a general outline of the 
objectives. Another step to be taken 
|shortly is to establish a headquarters 
| organization in Chicago. 
| Six states dipped into their war 
chests to provide the initial adver- 
|tising fund. They are Iowa, Wash- 
ington, Minnesota, Wisconsin, North 
|'Dakota, and Montana. Michigan, 
California and Oregon are reported 
| to be ready to throw their support 
into the scales, while Ohio, Ne- 
|braska, Missouri, Utah, Idaho and 
Wyoming are laying the groundwork 
|for participation. All are represented 
on the new board of directors. 


Strategy Is Uncertain 


Whether the advertising will pro- 
mote all of the products of the dairy 
industry, or use a single one as the 
wedge for the attack will be deter- 
mined by the plans committee and 
the agency to be selected. Despite 
the fact that only six states have 
contributed to the appropriation 
thus far, the dairy farmers who are 
paying the bill are said to possess 
a thoroughly realistic viewpoint, 
realizing that their chief markets lie 
in metropolitan centers. 


° : | 

Iowa and Washington raised 
'their advertising funds under state 
legislation authorizing an assess- 


ment of one cent on every pound of 
butterfat produced during the first 
two weeks of June. The other states 
adopted a plan of voluntary assess- 
ment, which necessitated a_ vast 
(Continued on Page 30) 
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Great Sunday 
Catholic Paper 
MacManus Vision 


Group Rate, Expansion 
of Content 
Detroit, May 27 


tion of a 
newspaper 


Plans for 
national Catholic 
which would compete 
|with the secular press both for 
jnewsstand sales and advertising 
| were outlined to the National Cath- 
;olic Press Association Friday night 
by Theodore F. MacManus, retired 
agency man, at his estate on the out- 
skirts of this city. 
| Mr. MacManus’ plan contemplates 
bringing enough of the country’s 
Catholic weeklies together to pro- 
vide a circulation of between one 
and three million. Advertising 
would be sold at a group rate. In- 
stead of confining themselves to 
religious news, as at present, the 
papers would print a large amount 
of national and international news, 


crea- 
Sunday 


Advertisers Report Mixed 
Reactions on Effects of War 


With the violent and total war in Europe foreshadowing far-reaching changes 


in political and social life throughout the world, much concern has been ex- 


_pressed in advertising and merchandising circles over the immediate future 


_eutlook for business and industry in this country. 


| are viewing the present situation, 


Agency Man Proposes 


|} made as the result of considered judgment, and not in an atmosphere of panic. 


to be made available by a proposed | 


)new wire service. 
Would Enlarge Service 


At present, there are some 60 
Catholic papers in the United States, 
virtually all being weeklies. Most 
of them have individual closing 
dates and are edited to fit the needs 
of their own communities. While 


each would retain its identity under | 


Mr. MacManus’ plan, editorial serv- 
ice would be greatly expanded and 
each would come out on Sunday 
morning. The chief advantage from 
the viewpoint of the individual own- 
ers would be access to the national 
advertising dollar. While the papers 
carry a limited amount of national 
copy, sectional circulations have 
militated against wide acceptance in 
this field. 

Mr. MacManus visualizes the new 
Sunday paper as having most of its 
circulation concentrated in 14 states 
which have a total population of 
66,000,000, of whom 14,000,000 are 
Catholics. The newsstand price of 
each paper would be determined 
largely by competitive conditions. 

Mr. MacManus is Knight Com- 

(Continued on Page 30) 


| tinuation of the United States’ effort 


In an attempt to present an 
analytical picture of the attitude of business and advertising interests in all see- 
tions of the country toward the outlook for the immediate future, Apvertisinc 
Ace last week queried its correspondents for a brief picture of local reactions, 
and in addition queried a carefully selected group of business and advertising 
executives by telegram. The frankness and obvious sincerity with which the 
queries were answered in itself thdicates the seriousness with which business men 
and also indicates that decisions are being 


Chicago, May, 29.—What does the New York, May 29.—Although 
total war in Europe mean to Ameri-| fully aware of the momentous im- 
can business and advertising during | plications of events abroad, business 
the next few months? leaders here refused this week to 

Opinions of responsible business succumb to hysteria, preferring 
and advertising leaders in all sec-| instead to evaluate current condi- 
tions of the 


country, gathered today | tions realistically in the light of 
by telegraph by ADVERTISING AGE,| their own experience. 
indicate a decidedly mixed reaction. A firm determination to press 
The opinion is unanimous that the| ahead during the coming months 


present war is “our war” in the 


;emerged as the common denomina- 
sense that its repercussions will be 


tor of business opinion as expressed 


felt deeply in business and social| to ApvertisiInc Ace. A spirit of op- 
adjustments on this side of the} timism dominated this opinion, with 
ocean. the consensus being that rapid in- 

Nevertheless, it seems equally | dustrial expansion in the direction 
clear that there is no cause for|of increased armaments must nec- 
panic, and that while a few busi-  essarily stimulate purchasing power 
nesses and a few promotion sched-|and take up the unemployment 
ules may be adversely affected|slack. That such a development 
immediately, most businesses 


are | should result in more intensive ad- 
determined to keep on with inten-| vertising effort was the belief ad- 
sive sales effort, and many of them | vanced by both management and 
are looking forward to continued merchandising executives. 
sales gains during a year which has The overall business picture was 
already shown signs of being no-| summarized by Standard Statistjcs 
ticeably better than the preceding] as follows: “The sharp decline in 
two years. security purchases in recent ses- 
All predictions are for the 
diate future, of course, since no one | jness thus far. 
was asked to project his thinking| duction index last week advanced 
more than a month or so ahead, and | ajmost_ three points more to 107, 
all predictions are likewise based On| the fifth successive advance since 
the assumption that the war will | the mid-April low of 97.7. Steel 
continue for some time. Sudden} has been an important contributor 
cessation of hostilities, under nO|to the advance, with production 
matter what conditions, would un- this week scheduled at 77 per cent 
doubtedly create a business crisis | of capacity, as compared with a 
of a different kind, although con-| jow of 60 per cent last month. 


imme- 


Our industrial pro- 


_ sf , 
to build up larger and more effec- See Upward Trend 


tive military forces might act as a 


“Assuming that the war 
welcome cushion in this event. 


contin- 


ues, the trend should continue ir- 

The round-up of general senti-| regularly upward for some weeks 
ment follows: |ahead. It will take some time be- 
Dein Gchetetes fet fore armament orders under the 

new emergency program are re- 

Detroit, May 29.—A survey) flected in the production figures, 
among leading agencies here does | but work on part of the recent 
not disclose any important change | larger Allied orders is already un- 
in advertising plans as a result of der way. While recent frightened 
the “total war” now raging. This is|security and commodity market 
especially true of automobile adver- | liquidations may make ‘for some 
(Continued on Page 28) hesitation in buying, actual con- 


Last Minute News Flashes 


To Advertise Coffee Roasted on Premises 

With the 
, the Coffee Electrost Corporation has placed 
its advertising account w ith Weiss & Geller, 
authorized 
and 


Louisville, 
by heavy 


Ky., May 31 


sales in test areas 


is roasted 
company 
levels 


fresh daily by 


provides the machine 


Borden to Use Newspapers for Condensed Milk 


sumer 
little 

National advertisers are pursuing 
their normal activities, ADVERTISING 
AGE was informed by key agency 
executives. Typical of their reports 
were the following: 


purchasing power 
reduced.” 


has been 


popularity of its system proved 


Chicago. Coffee Electrost Stanley Resor, president, J. Wal- 
dealers in their own stores. The|*t Thompson Company: “The 
formulas for three different price three billion-dollar defense appro- 


priation and the proposed horizon- 
tal ten per cent increase in personal 
and corporate taxes are both steps 


New York. May 31.—The first newspaper campaign in a decade |!" the right direction but they are 
devoted exclusively to condensed milk will be launched next week by | °Mly steps. Estimates of the cost of 
Borden Company with a schedule in 330 dailies. The last previous adequate defense run to a total in 
campaign for Eagle Brand was in magazines in 1938. The new promo- excess of fifty billion dollars 
tion will introduce a half-size can and will run for three months “Unless we are to have inflation 
Young & Rubicam is the agency and repudiation later, this gigantic 

cost must be paid for. The sound 
A. E. Staley Names Blackett-Sample-Hummert way to pay for it is for business to 

Chicago, May 31.—A. E. Staley Mfg. Company, Decatur, Ill., maker expand in proportion to the in- 
of corn starch, laundry starch and table syrup, has placed its account creased buying which these in- 
with Blackett-Sample-Hummert, Inc. Promotional plans will not be creased expenditures and employ- 
completed for 90 days, according to the agency ment will create. It is not only 


| 


sions has not been mirrored in bus- * 
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ADVERTISING AGE June 3, 1949 
desirable but the duty of business! that business in this country can should be the keynote of merchan-| the slowing up in sales is, in our| dollars; domestic retail sales ap- 
in all of its phases to go forward| view the immediate future with dising policies.” opinion, temporary. Manufacturers | proximated 35 billions. The U. s 
and to take the defense program confidence. Regardless of the or- Commenting on conditions in the | are continuing their plans as they rearmament program will stimy- 


over and above its regular work in 
its stride. 

“Everyone is agreed on the ne- 
for the defense measures 
and as soon as the country is given 
assurance that they will be carried 
forward promptly, effectively and 
economically, the country itself will 
do its share in carrying on. 

“Business is ahead of last 
and should remain so.” 


cessity 


year 


Alex F. Osborn, executive vice- 
president, Batten, Barton, Durstine 
& Osborn: “Insofar as BBDO re- 
flects a cross-section of American 
business, the order of the day is to 
proceed ahead as usual.” There 
have been no disruptions of sched- 
ules, he added. 

Robert Tinsman, president, Fed- 
eral Advertising Agency: ‘Despite 
today’s depressing uncertainty of 
the war news, we believe business 
here will keep on improving to fill 
replacement demand at home and 
abroad. As our preparedness pro- 


gram gets under way unemploy- 
ment should decrease with conse- 
quent business improvement, in 


which advertising should naturally 
share.” 

H. D. Williams, vice-president, 
Erwin, Wasey & Co.: “We believe 


ders placed in the United States by 
the belligerent nations now at war, 
and these depend upon a 
number of factors beyond our pow- 


orders 


ers of analysis at the moment, we 
have launched already in America 
a program which is certain to 
crease employment and_ business 
activity for months to come. As 
employment increases, the purchas- 
ing power of our people increases 
and consumption of all products in- 
creases. We believe that advertis- 
ing budgets will increase in direct 
proportion to sales and general bus- 
iness activity.” 


in- 


Russell S. Sims, vice-president, 
Albert Frank-Guenther Law: “How 
to adjust our markets to accord 
with war developments is, of 
course, the outstanding problem of 
most advertisers today. Expendi- 
tures for national defense will not 
offer any permanent solution though 
they will stimulate activity in cer- 
tain goods and services. Nor should 
too much dependence be_ placed 
upon possible political develop- 
ments. Longer-term planning, 
based upon careful research and 
study of market potentialities, 
many of which are being unearthed 
at the present time, henceforth 


food field, Paul S. Willis, president, 
Associated Grocery Manufacturers 
of America, pointed out that condi- 
tions are changing with such rapid- 


ity that it is impossible to make 
long-term predictions. He summed 
up the situation as follows: “Busi- 


ness for the first four 
this year was very good. 
about ten per cent ahead of the 
same period last year. Business fo1 
the first half of May was also good 
with enough bookings to assure a 
good month for most of the manu- 
facturers. However, since the mid- 
dle of the month, there has been a 
sharp drop in sales in some lines. 
Because of prevailing uncertainties, 
some dealers have adopted a policy 
of hand-to-mouth buying. How 
long that policy will be maintained 
depends upon conditions them- 
selves. Stocks generally with the 
distributors are normal. With the 
improved purchasing power gener- 


months of 
Sales are 


ally throughout the country and 
with food prices at. satisfactory 
levels, its a reasonable deduction 
that consumption is going to be 


maintained at a normal level, and 
that before long dealer stocks will 
be depleted to the point where they 
will have to resume heavier pur- 
chasing. All of this sums up that 


Bess Insurance Funds 
as $!1.500.000,000 Mark 
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High Honor 
Awarded 
Oregonian 


Declared A 
Fantast 


na 


The momentous events of the past few weeks have greatly intensi- 


fied the demand for a radio news coverage that is not only timely, but 


authoritative as well. A public which is anxiously attempting to keep 


posted on latest national and international developments will no longer 
accept amateurish, inexpertly prepared ‘new flashes.” 


In the Pacific Northwest radio listeners turn habitually to KGW and 
KEX for news, because these stations bring them not just news, but 
OREGONIAN NEWS. KGW and KEX have behind them the full 
prestige and authority of a newspaper which has just been singled out 
for national honors by the University of Missouri School of Journalism, 


for being, to quote the official citation: “more than just a city newspaper 


—a tradition in the Northwest and a part of the life of the region.” 


Obviously KGW and KEX “the radio stations of The Oregonian” 


also benefit by such recognition. And, quite as obviously, your adver- 


tising message will reach a larger audience and a more receptive 
audience on KGW and KEX, Portland's only newspaper-owned and 


operated stations. 


620 KG coe warrs mores 


NBC RED 


A 
EDWARD PETRY & C 
WEW YORK + CHICAGO * DETROIT + ST. Louis 


RADIO STATIONS OF THE 


PORTLAND » OREGON 


REPRESEAT IVE 


$ 
OMPANY, 
SAN FRANCISCO + LOS ANGELES 


1160 KG conrncous NBG BLUE 


INC. 


set them up earlier in the year with 
respect to advertising, promotion 
and selling.” 

In a message directed to mem- 
bers of the General Foods organi- 
zation, Clarence Francis, president, 
today asserted emphatically that 
while “the situation abroad com- 
pels us to stop, look and listen,” the 
company does not intend to “re- 
trench, retreat or stop expansion 
projects.” 

“We are going to drive full steam 
ahead,” he asserted. “Your com- 
pany has made its greatest progress 
in difficult times, and with the sym- 
pathy, determination and coopera- 
tion of each of you we will do so 
again.” 

From 
field came the 


the business equipment 
encouraging word 
that sales thus far this year are 
considerably ahead of 1939. Said 
W. H. Beckwith, advertising man- 
ager, Royal Typewriter Company: 
“Our business is excellent. The war 
has not affected domestic sales. 1939 
was a record-breaking year for us 
in the United States, and 1940 has 
been better than °39. While our 
Fall and Winter advertising plans 
are not yet formulated, we are con- 
templating expenditures equally as 
large, if not larger, than °39.” 

Carl H. W. Ruprecht, advertising 
manager, Underwood Elliott Fisher 
Company, reported that 1940 vol- 
ume is running 25 per cent ahead 
of 1939 with increased export bus- 
iness to South America more than 
making up for loss of European 
sales. Advertising is continuing on 
an even keel. He expressed the be- 
lief that the preparedness program 
would act as a further stimulant to 
volume in the business equipment 
industry. 

In the building supply field, ac- 
cording to L. Rohe Walter, adver- 
tising manager, Flintkote Company, 
the repercussions of events abroad 


|}and our domestic re-armament pro- 
| gram will most likely result in no 


immediate advertising curtailment 
for the following reasons: 

1. Home ownership which most 
Americans desire represents stabil- 
ity and security to the average man. 
Other values may depreciate so that 
shelter in the form of a home be- 
comes in times of extreme uncer- 
tainty one of the best hedges against 
uncertainty. 

2. Re-armament means employ- 
ment of large numbers of idle men 
with increased purchasing power. 
Many industrial towns are woefully 
lacking in adequate housing facili- 
ties. Many new industries may be 
located in the Middle West, away 
from our more exposed coastal re- 
gions. Such shifts, industrially, will 
necessitate new plants and new 
housing for employes. 

3. Suppose, finally, the U. S. A. 
goes to war after all. In such a sit- 
uation production will be greater 
than ever with greatly increased 
payrolls and larger’ purchasing 
power. What happens to the 
dier who is buying a house or mod- 
ernizing his present one and paying 
out of income in small monthly in- 
stalments? In all likelihood, in 
such a situation, the FHA and the 
lending institutions will not be apt 
to permit foreclosure on the homes 
which soldiers are fighting to pro- 
tect 

Speaking also as president of the 
Direct Mail Advertising 
tion, Mr. Walter 
pertinent to recall 
markets are at 
1938-39 totaled 


sol- 


Associa- 
observed: “It is 
that our great 
home. Exports in 
about three billion 


late employment and increase < 
sumer purchasing power so that 
domestic markets should bec 
more susceptible to _ intellig 
sales-producing promotion for ie 
most all types of goods. 

“In this sales promotion acti 
short-term advertising comn +t- 
ments are apt to be the rule of the 
day. Flexibility in advertising— iy 
order to take care of sudden py ce 
changes, shortages of commod 
or necessary raw materials, 1 
market changes—will probably 
come an increasingly important | 
tor in the determination of ad 
tising media. This demand 
flexibility may possibly help sv ne 
media; hinder others. In these ‘ 
cumstances spot radio, newspa; 
weekly magazines and direct ii] 
would appear likely to benefit 
most.” 

Frank A. Conolly, merchandise 
manager, Oakite Products, said })\s 
company is now completing the 
most successful national sales 
test in its history with volume 
showing a substantial increase .\e; 
last year. 

“Naturally with the course of 
events running as they are, there 
are many things that can divert at- 
tention from the usual business 
channels,” he remarked, “but th 
a weather eye out on the ho 
—the entire Oakite personne! is 
Keeping right after the problem on 
hand. Only yesterday, we called in 
our brokers and salesmen for ; 


tional sales meeting to announce 
Oakite’s 1940 summer advertising 
campaign. And right now we are 
busy molding together a_ tremen- 
dously powerful advertising and 


selling campaign for the Fall.” 

George Walker, assistant adver- 
tising manager, Socony-Vacuum Oil 
Company, reported a good volume 
of current business with the outlook 
favorable for the immediate future 
In both industrial and consumer 
end of the business, sales volume is 
at a satisfactory level and there 
appears to be no reason why fur- 
ther war developments — should 
change the situation. Advertising 
is being continued as planned, and 
the field response to the current 
Socony campaign has been excep- 
tionally good. 


Agency Comments 


E. V. Alley, Alley & Richards 
Company, Boston: Predictions are 
of no value in these times. Speak- 
ing for our own business, substan- 
tial increases in regular accounts 
and considerable new business in- 
dicates a much larger volume this 
year. My guess is that better times 
are ahead, more employment, lar- 
ger payrolls, more taxes and more 
advertising. 

Maurice H. Needham, Needham, 
Louis & Brorby, Chicago: Business 
here as usual. Going forward 
our clients with plans for summe! 
and fall. 

Emil Brisacher, Brisacher, Davis 
& Staff, San Francisco: | hav« 
returned from a 30-day flying tp 
throughout 11 cities of the bast 
and Midwest and have found 
while business is keeping a we é 
eye on European situation 
adopted the mental attitude 
the American continent still 
vides normal consuming Ca! 
and advertising and sales cam} 
are being carried on as usual 

(Continued on Page 26 
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June 3, 1940 


ADVERTISING AGE 


Tees figures point 

to the fact that you can 
vet your grocery product 
into Chicago homes 

with greatest speed 

and economy through 
The Chicago Daily News 


The leadership that The Chicago Daily News has main- 
tained in Grocery Advertising in Chicago indicates the 
regard with which this newspaper is held as a profitable 
and productive advertising medium. Both retail gro- 
cers--merchants who best know their market and its 
potentialities—and national grocery advertisers prove 
by their preference that “Chicago's HOME Newspaper” 
penetrates the homes of metropolitan Chicago thor- 


oughly and efficiently. 


The Chieago Daily News for years has ranked among 
America’s first Grocery Advertising mediums. It has 
enjoyed this superiority as a source of sales because it 
is first of all an accurate. reliable newspaper. Its col- 
umns are clean. Its editorials, forceful and fair. — Its 
advertising standards eminently high. Readers. as a 
consequence. believe in The Chicago Daily News . . . 
believe in the advertising columns as well as in the 


news content. 


In short. your product. when advertised in “Chicago's 
HOME Newspaper.” carries added selling weight be- 


cause of the acceptance of the medium itself. 


DID YOU RECEIVE THIS? 


If you failed to receive a copy of 
this brochure, containing the ac- 
count-by-account record of Grocery 
idvertisers insertions in Chicago 
newspapers during 1939, well be 
pleased to send you one. Kindly 
address the Sales Promotion De 
partment, The Chicago Daily News, 


100 W. Madison Street, Chicago. 


RETAIL GROCERY ADVERTISING IN CHICAGO* 


(First 4 months, 1940; Source: Media Records, Inc.) 


THE CHICAGO DAILY NEWS 
Newspaper B (Evening) 


250,584 lines 
148,179 lines 
69,706 lines 
47,417 lines 
21,866 lines 
Newspaper F (Sunday) 4,223 lines 
Newspaper G (Sunday) 2,041 lines 


Newspaper C (Morning) 
Newspaper E (Evening) 
Newspaper D (Sunday) 


*This classification includes Retail Grocers and Department Store Grocery Advertising 
linage. For fair comparative purposes, Grocers’ Alcoholic Beverage Advertising is not in- 
cluded, ina:much as The Chicago Daily News does not accept it. 


GENERAL GROCERY ADVERTISING IN CHICAGO 


(First 4 months, 1940; Source: Media Records, Inc.) 


THE CHICAGO DAILY NEWS 
Newspaper C (Morning) 


280,843 lines 
171,142 lines 
101,853 lines 
100,645 lines 
98,035 lines 
73,270 lines 
Newspaper G (Sunday) 7,614 lines 


Newspaper D (Sunday) 
Newspaper F (Sunday) 
Newspaper B (Evening) 
Newspaper E (Evening) 


TOTAL GROCERY ADVERTISING IN CHICAGO* 


(First 4 months, 1940; Source: Media Records, Inc.) 


THE CHICAGO DAILY NEWS 
Newspaper B (Evening) 


531,427 lines 
246,214 lines 
240,848 lines 
123,719 lines 
120,687 lines 


102,686 lines 
Newspaper G (Sunday) 11,837 lines 


Newspaper C (Morning) 
Newspaper D (Sunday) 
Newspaper E (Evening) 
Newspaper F (Sunday) 


*For fair comparative purposes, Alcoholic Beverage Advertising is not included, inasmuch 
as The Chicago Daily News does not accept it. 


The figures tell the story ... tell of profitable advertising experience on the part of 
both local and national accounts . . . testify to the value of The Chicago Daily News 
as their selling agent in the homes. Well in excess of 1.000.000 persons among 


160.000 families regularly read this newspaper. 


Here is a proved medium... established . . . believed . . . accepted. A medium 
of tested economy and productivity. A medium that can get your product into 


Chicago homes if it isn't doing it for you. to your profit. already! 


THE CHICAGO DAILY NEWS 


Chicago's HOME Newspaper * WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


DAILY NEWS PLAZA. 100 West Madison Street, CHICAGO 
NEW YORK OFFICE: 9% Rockefeller Plaza 

DETROIT OFFICE: 4-119 General Motors Building 

SAN FRANCISCO OFFICE: Hobart Building 
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ADVERTISING AGE 


June 3, 1949 


Consumer Contest 


Closes with More 
Than 400 Entries 


Chicago, May 31.—With entries 
in the $1,000 contest sponsored by 
ADVERTISING AGE, in which plans 
for improving relationships be- 
tween advertisers and consumers 
are sought, closing at midnight to- 
night, indications are that some- 
thing over 400 persons and organi- 
zations will have submitted their 
ideas in the competition. 

Actual figures on entries are im- 
possible to determine today, since 
all entries mailed before the dead- 
line at midnight tonight will not be 
received until next week, but more 
than 400 entries are already on 
hand, and this number will be 
swelled by whatever volume of 
last-minute material is received. 

Response to the competition has 
been extremely’ gratifying, the 
sponsors assuming when the com- 


petition was announced that 50 or | 


60 entries would constitute an ade- 


| quate response, since the competi- 
tion is one which requires a con- 
|siderable amount of time and 
|effort on the part of entrants. 
| That eight or nine times this number 
of entries have actually been re-| 
ceived indicates the widespread con- 
cern over and interest in the sub- 


intervene in the case. The petition, 
presented to the FTC, is submitted 
in behalf of 425 publishers repre- 
senting 80 per cent of the country’s 
total newspaper circulation. 

“The petitioner believes,” said the 
ANPA brief, “that the constitutional 
guarantee of a free press prohibits 
ject covered the Commission from restricting 

The committee of six judges will| the dissemination of information 
review the entries at a meeting in| through advertising by orders which 
|New York early in June, and win-| have the effect either of censorship 
| ners will be announced at the gen-|or injunction. Nor can the Com- 
eral session of the Advertising Fed- 
eration of America convention in 


what is truthful in advertising by 
Chicago June 26. deciding what shall be included or 
First prize in the competition is| what shall not be included in 
$500; second award is $250; third is | information such as advertising. 
$150, and fourth is $100. | “If a publisher approves the ad- 
vertising, no agency of government 
| can constitutionally enjoin him from 
| publishing it. If the advertising is 


Newspapers Seek 


I ° in fact false and misleading the 
to ntervene in Commission can proceed only 
’ ’ against those guilty of unfair and 
eceptive acts in commerce. can- 
Good House’ Case tices 7 it 


New York, May 29.—Asserting| not restrain the publisher by censor- 
| that the Federal Trade Commission’ S| ing the advertising or enjoining its 
/complaint against Good Housekeep- | publication.” 
| ing involves fundamental issues af- 
'fecting the constitutional guarantee Names Rawlins & Holman 
| of freedom of the press, the Ameri- | Junior League Magazine has ap- 
can Newspaper Publishers Associa- pointed Rawlins & Holman, Chicago, 
| tion has filed a petition seeking to! as its Midwestern representative. 
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To Grease the Palms of Smart Advertisers 
on That Selling Station for KANSAS 


Kansas Oilmen have new fields to conquer. Se do those who 
advertise in Kansas. Last vear the KFH Airea sold $100.927,810.88 
worth of crude petroleum. but these gushers will boost that figure 
in 1940, 

In and around Wichita 
primary AIREA 


necks.” 


live the producers, contractors, drillers, “rough- 

teamsters and refiners who'll be buying more this year 
because Kansas will be selling more petroleum. 

\ And this oil wealth is bulwarked and supported by a rich 
agricultural region and by the busy manufacturer of such diverse 


products as airplanes and gasoline lamps. Remember Wichita 
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ARKANSAS CITY. 
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TOPEKA@® 


WICHITA 


COFFEYVILLE 
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when you plan your campaign in the Southwest! 
€. THAT SELLING 
reaches 292.421 radio homes that have 
income than the average 


$258 more 
American family. 
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s i That Selling Station for KANSAS 
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Map shows coverage to the .1 


Lee an me WICHITA 
Sean einer Fete Stress Servey=Tose— COLUMBIA'S ONLY FULL TIME OUTLET FOR KANSAS 


MV M line. 


CBS « 5000 DAY « 1000 NIGHT « CALL ANY EDWARD PETRY OFFICE 


mission set itself up as a judge of) 


STATLON FOR KANSAS! 
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TREND OF NEWSPAPER ADVERTISING 


es) GAIN AND LOSS PERCENTAGE T Q 

APRIL 1940 - 1939 LOSS SAIN 
CLASSIFICATIONS -w -2U -10 0 10 <0 30 
RETAIL 0 5X ‘ 
GENERAL 1.0 - 
AUTOMOTIVE 15.7 cm =e 
F UNANC LAL -12.7 a meee | 
Totar DisPcay 0.6 , 

| 
CLASSIFIED 1.1 * 
TOTAL ADVERTISING 0.7 
DEPARTMENT STORES 2.6 
JANUARY | To APRIL 30, 1940 - 1939 
RETA 1.4 } 
GENERAL 2.9 
AuTOMOT IVE 23.8 
F INANC FAL “1.2 
Tota DisPray 2.8 
CLASSIFIED 1.9 
ToTaL ADVERTISING 2.6 
DEPARTMENT STORES 2.7 

-W -2U -10 iV) 10 2U 


This chart, by Media Records, Inc., shows newspaper volume for April and for the 
January-April period this year, in comparison with the same periods last year. 


Eastern Railways 
Add Taxicabs 
‘to Motor Service 


New York, May 29.—The Trunk 
Line and Central Passenger Asso- 
ciations have not only adopted the 
rail-motor service idea recently put 
into operation by the Western roads, 
|but have added a new feature in 
the way of taxicab service for those 
|} who are unfamiliar with the terri- 
|tory in which they are traveling, 
ido not drive, or prefer chauffeurs 
| for some other reason. 
| The plan, developed in coopera- 
tion with the Cab Research Bureau, 
of Cleveland, takes effect June 1. 
|For the time being, it will be con- 
fined to 25 cities, but is expected, 
like rental of cars, to be extended 
if demand for the service is found. 
Among cities where taxicabs will 
|be available at a flat rate of $5 for 
a six-hour day will be Akron, Al- 
bany, Baltimore, Boston, Buffalo, 
Camden, Canton, Cincinnati, Cleve- 
land, Columbus, Dayton, _ Erie, 
Indianapolis, Louisville, Philadel- 
phia, Reading, Rochester, Schenec- 
tady, Syracuse, Toledo, Trenton, 
Utica and Youngstown. In Chicago 
and Pittsburgh, the rate is higher, 


$5 being charged for three hours. 
The service will be offered from 
9 a.m. to 3 p. m 


Coupons entitling rail passengers 
to the special rate will be issued by 
ticket agents without cost. 

The availability 
oughly familiar with these cities 
|and their assistance in the orderly 
routing of calls will reduce lost time 
to a minimum and enable many 
traveling men to accomplish a full 
day’s work in six hours,” said the 
railroads. 


FCC Promises 
New Facilities 
for Television 


Washington, D. C., May 29.—The 
Federal Communications Commis- 
sion let it be known this week that 
far from being prejudiced against 
commercialization of television, it 
is directing many of its efforts to 


right in the heart of the KFH | 


this goal which will be reached 
“when engineering opinion = ap- 
proves one of the competing sys- 
tems.” The FCC also said it is 


arranging for further television ex- 
perimentation by making facilities 
available in San Francisco, Los 
Angeles, Chicago, Washington, Al- 
bany, Cincinnati and Boston. 

The communique was the me- 
dium of a direct slap at Radio Cor- 
poration of America, the Commis- 
sion asserting that “It is obvious 
that the industry as a whole does 
not share the RCA view of forging 
ahead regardless of the untested | 
possibility of improvements on the | 
horizon. It further appears that the| 
industry is not prepared to accept 


of drivers thor- | 


| Sarnoff’s premise, ‘We live on ob- 
| solescence’ as a basis for justify 

|a heavy public investment at cur- 
rent levels of efficiency.” 

| The report discussed the present 
/conflicting views of engineers as to 
‘the most promising system and con- 
cluded with the promise that ney 
rules will be promulgated for th: 
operation of television _ statior 

within the near future. 


Forms Fashion Council 


You has formed a fashion ad- 
visory council which will meet each 
fashion season with the magazine 
regular fashion staff to survey 
fashion trends and consider fashion 
problems. The council is headed by) 
Jean Spadea, fashion editor of You 


Two to Jasper, Lynch 
Jasper, Lynch & Fishel, New 
York, has been appointed to direct 
advertising of Schiller Bros., Inc., 
dress slips, and Commerce Varnish 
Company, both of New York. Busi- 
ness papers and magazines will bi 
used for the former and newspapers 
and class magazines for the latte: 


everyone falls for 
EYE" CATCHERS 


SHE FELL FOR US, 
TOO! 
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ADVERTISING AGE 
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Blades, Razors 
Taken in Part Pay 
for Roto-Shaver 


New York, May 29.—An oppor- 
tunity to clean the medécine cabinet 
f all types of shaving equipment 

being offered to men in a new 


five-week trade-in campaign by 

B. Williams Company for its 
Roto-Shaver. Insertions in eight 
metropolitan newspapers and one 


magazine will promote the offer. 
Roto-Shaver, to which J. B. Wil- 
liams acquired distribution rights 
st fall, is price fixed under fair 
trade agreements at $13.75. Until 
June 30, shavers are offered an 
allowance of up to $4 to reduce the 
cost to $9.75. Any electric razor 
will be worth $4, a safety razor 
$2.50, a straight-edged razor $1.75, 


old shaving brush $1.50, shaving 
mug $1.25, used shaving cream 


tubes or cakes 25 cents, and new or 
old razor blades five cents. 
The Roto-Shaver offer is similar 
that introduced by Schick Dry 
Shaver, Inc., last fall, and which is 
being repeated currently. Schick 
grants a $2.75 allowance for any | 
razor, thus reducing its $12.50 price 
to $9.75, the same figure which 
Roto-Shaver has adopted. 
Large-space copy promoting the | 
offer will appear in the next five | 
weeks in two New York papers, and 
each in Boston, Philadelphia, 
Pittsburgh, Detroit, Chicago and 
Los Angeles. The lone magazine on 
the schedule is Life. J. Walter 
Thompson Company is the agency. 


one 


“Sporting Goods Dealer” 
Award to Thebaut 

Cliff Thebaut, display manager of 
A. G. Spalding & Bros.’ Berkeley, 
Cal., store, was awarded the first} 
prize of $25 in cash and a pen set | 
in the 22nd annual window display 
contest held in connection with the | 


observance of National Baseball | 
Week, March 30 to April 6, and| 
sponsored by the Sporting Goods | 


Dealer, sporting goods trade publi-| 
cation. M. T. Jemison, advertising 
manager of the Allen & Jemison 
Company, Tuscaloosa, Ala., submit- 
ted the best newspaper advertise- 
ment in that branch of the Baseball 
Week competition sponsored by the 
Dealer and was awarded an electric 
clock 


NBC Promotes Chizzini 
Frank Chizzini, who has been 
assistant manager of the radio re- 


cording division of the National 
Broadcasting Company in New 


York since 1935, has been appointed 
central division radio recording 
manager. He will take up _ his 
duties in the Chicago office June 10. 
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active bui ding market. 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 


Opposes Liquor Ads 

The 82nd general assembly of the 
United Presbyterian Church in ses- 
sion in Buffalo voiced its ‘“uncom- 
promising antagonism to all forms 
of liquor advertisements.” The as- 
sembly’s committee on reform pre- 
sented a recommendation urging all 
delegates to encourage congrega- 
tional action to sponsor legislation 
barring liquor advertisements on 
the radio. 


Seed Growers Name Cline 


Seed growers in northern Idaho 
and eastern Washington have or- 
ganized Northwestern Seed Grow- 
ers, Inc., Moscow, Idaho, to market 
field and grass seeds. Cline 
vertising Service, Boise, will handle 


the account, using state farm maga- | 


zines beginning in June. 


Ad- | 


Flit ‘Fly Hunt’ — 
to Play St. Louis 
and Cincinnati 


New York, May 29.— Although 
the number of flies caught in Miami 
last March during the “Flit Fly 
Hunt” remains a secret known only 
to insiders, the unique promotional 
stunt evidently proved a_ success 
for Stanco, Inc., is planning to re- 
| peat the event in a number of Mid- 
western cities this summer. 

| First city to be visited by a horde 
of 2,000 “Public Enemies,” plus 
“Big Butch—Public Enemy No. 1,” 
| will be Cincinnati. The bounty of 
* every silver marked fly and 
|$500 for “Big Butch” with its gold 


marking will be paid to Cincinnati 
swatters at the end of the week 
beginning June 10. The following 
week, the same stunt will be re- 
peated in St. Louis. Other cities 
have not been decided upon as yet 


Use Newspapers, Radio 


As in the Miami test, the contest 
will be promoted via newspapers 
and radio. In order to be eligible 
for awards, fly-killers will have to 
produce the marked insects 
with an open can of Flit. 
TISING AGE, March 

Although Stanco authorities have 
declined to reveal the amount paid 
for marked flies in the Miami test, 
it is known that “Big Butch” was 
not captured MecCann-Erickson is 
the agency 


along 
( ADVER- 
25.) 


CBS Names Schreiber 


Howard L. member 


Schreiber, a 
of the radio sales division of the 
Columbia Broadcasting System 
since its inception five and one-half 


years ago, has been appointed to the 


new post of sales service manager 
of that division. 
Dibble to Statler 

Theodore Dibble, who has been 
on the editorial staff of the New 


York Post for 15 years, has joined 
the publicity staff of the Hotels 
Statler Company, Inc., New York. 


Scoltock in Pittsburgh 
G. H. Scoltock, Jr., has opened an 
office at 1005 American Bank Build- 
ing, Pittsburgh, as representative of 
the Thomas Publishing Company in . 
that area a 


Cosmopolitan’s DISPLAY F 
LINAGE, for the first six 


| 


\ 


months of 1940 against ; 
1939, is ahead 
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Stetson Promotion 
Ties New Hat to 


TWA Stratoliners 


(Picture on Page 31) 
Philadelphia, May 29.—A routine 
order for perky caps for hostesses 
of TWA, received by John B. Stet- 
son Company, started a chain of 


events which is terminating in aj} 


large promotion program for a new, 
lightweight, men’s hat called 
“Stratoliner” which is being tied 
in with the introduction of the new 
stratoliner planes. 

While Boeing Ajrcraft is. still 
testing the five new TWA planes, 
the air transport company and 


Stetson merchandising and promo- | 


tion staffs are cooperating closely. 
Whenever one of the planes is to 
be exhibited anywhere Stetson 
salesmen contact local dealers and 
a supply of the hats is shipped air 
express along with promotion ma- 
terial for store and window dis- 
plays. Newspaper mats accompany 
the shipment and the dealer em- 
ploys these to direct attention by 
newspaper space to his stock of the 
new hat style. 


Plan Special Promotion 


Stetson is really aiming at the 
fall hat trade since the current 
pressure is on straws. The Strato- 
liner hat is placed in a distinctive 
long, narrow box and adorned with 
a small, silver-plated airplane 
charm. Stetson is using full pages 
in Men’s Wear for June 5 and in 
Daily News Record for June 10 to 
promote the new hat to the trade, 
and a_ schedule to be released 
shortly after Labor Day will reach 
the public with full color pages in 
Life, Time and_ other national 
magazines. 

Until Boeing turns over the five 
stratoliners to TWA the date they 
will be put into regular service 
cannot be determined. However, 
TWA plans a double spread featur- 
ing them in Collier’s during June, 
and will be joined by Boeing with 
three pages and equipment and 
parts suppliers using additional 
space. All of this promotion will 
naturally aid Stetson as well as the 
air line and equipment manufac- 
turers. 


A Hat to Talk About 


The main value of a hat like the 
Stratoliner, according to Harold 
Miller, Stetson promotion chief, is 
that it gives the nation’s dealers 
something to display and talk about. 
But for profit the company relies 
on 250 regular, conservative styles. 


Offers Soldier's Kit 


J. B. Williams Company, New 
York, is using newspapers and 
Canadian Liberty to market 
throughout Canada a soldier's 
shaving kit designed as a gift. The 
Montreal office of J. Walter Thomp- 
son Company handles the account 


(Advertisement) 
What's New on the Blue 


Some Notes for Dialers’ Diaries 

“Tom Mix and His Ralston 
Straight Shooters” will ride the air- 
waves again five times a week next 
Fall, when he returns to an NBC- 
Blue Network line-up of 50 stations. 
The Ralston-Purina Company will 
again sponsor this popular radio re- 
peater. 

Fourteen NBC-Blue Network 
programs came out with high hon- 
ors in the Sixth Annual survey of 
the Women's National Radio Com- 
mittee. Of the 28 NBC programs 
specifically commended, the Blue 
shows were as follows: “America’s 
Town Meeting of the Air,” “Na- 


tional Radio Forum” — “National 
Farm & Home Hour” “National 
Vespers” “Lowell Thomas” 

“Great Plays’—‘The Aldrich Fam- 
ily’—“Gallant American Women” 
— “Information Please” “NBC 
Symphony”’—*Metropolitan Opera” 


“Music Appreciation Hour” 
“Cavalcade of America” and “Irene 
Wicker’s Musical Stories.” 


lat five cents, with a double-sized Public Opinion Lectures 
weekend edition at ten cents. 


Advance Drive in oak FF 
American Radiator a . Both newspapers and radio will Now in Boo orm 
Suit was filed in federal court in for Circulation also play a part in circulation pro- :' Lectures delivered to ag of 
New York May 29 by Rockwell ’ ’ |motion plans for the new paper. | USIness men In various parts of th 
Kent against Blaker Advertising Launched by PM | Details oe the campaign are not country by Harwood L. Childs ot 
Agency and Standard Mfg. Com- | (Picture on Page 31) completed as yet. Compton Adver- rb fae 4m pe bry — subject 
pany, a subsidiary of American cture O ge « tising has the account. ) pu “_ me agen Hoge ae oye. 
Radiator Company, charging that New York, May 28.—First paid -rthee brag oft +s a . of “A: 
artwork used to illustrate news- promotion of PM, the new news- | ntroduction to Public Opinion.” |]; 
| 
| 


Rockwell Kent Sues 


Use Picture Sequences sere bl! a . ; 
aper copy placed by Standard a - , (defining public relations broa 
Ce i i986 infringed a copy-| Paper to make its bow here June In keeping with the plan Of} professor Childs calls it “tho 
righted Kent drawing . 18, will appear in two magazines | Making PM more than half PiC-| aspects of our personal and co) 
‘The artist charges that the pic-!this week as the forerunner of , | torial in content, initial insertions porate behavior which have soci 
use the picture sequence technique. | implications.’”’ He quotes Dr. Geor: 
} | = 
|Copy points out that Ralph Inger- | Gallup to the effect that surve 
: *|soll, originator and editor of the |of public opinion have led to t 
board of Standard, under the head- operation. Since the paper will paper, “has already helped make belief that it is marked by a gr 
line “Our National Shame,” was a) carry no advertising, all promotion | editorial history,” and that the PM — * centoala "\caak " guitar 
copy of his own drawing called | will seek circulation. staff of 108 was chosen from 9,402| fe 04) 4. aa 
“Foreboding” which was previously | ere attributed to it. 
published in the book, “Rockwell | | applicants. The book is published by J 
Kentiana.” The plaintiff asked the] =, 7," © . Mean net aera i Wiley & Sons, Inc., New York, 
court for an injunction and an ac- of Cue and The Ne u b catia prone Cribb to WHBL | $1.75. 
counting of damages the headline, “Answers to some 
- rumors about PM.” Copy offers a Wayne W. c ribb, | formerly gen- Plan Premium Exhibit 

A int A int special preview edition to charter|¢eral manager of station WSAU, ae has 
| utopoint ppoints subscribers who fill out a coupon Wausau, Wis., has been named The sixth annual Atlantic Cr 
The Autopoint Company, Chicago, | 54 ease ie pone He 7. ‘ Ps d manager of WHBL, Sheboygan,| Premium Exposition, sponsored 
[has appointed Ruthrauff & Ryan,|Subscribers are asked not to send} wi. “succeeding Edwin J. Cunniff, the Premium Advertising Assox 
Inc., Chicago, to handle the adver-|money but to pay their newsdealer | who resigned to become manager of tion of America, will be held 
tising of its pencils. who will deliver weekday editions |} WKBH, La Crosse, Wis. Hotel Astor, New York, Sept. 9- 


ture used to illustrate the annual 
New Year’s message signed by a8 patton 
Henry W. Reed a of the Carried on during the first year's 


$300,000 advertising campaign to be 


Initial insertions, to appear in 


| 
two-page space in this week’s issues 


Here's still another big bonus 
for Blue Network Advertisers 


— and you don’t need a million bucks to do a national advertising 


job on the network which now offers you extra coverage in this 
great New England “Money Market” at no extra cost! 


When His Honor gets steamed up about radio, that’s something. Andhere you =What a great opportunity for Boston and Boston's business to 


see Mayor Maurice J. Tobin of Boston in action. He's pointing out 


utilize radio's most modern magic to our mutual benefit! les— 
the new coverage of WBZ and saving to Vincent F. Callahan, the and a great sales opportunity for Blue advertisers who know the 


station’s General Manager, “Boston is as proud of its super-power Blue’s “Money Market” coverage at unmatched national cost ts 


radio station as vou are vourself. And we, too, look forward to the regularly topped off with a delicious portion of extra coverage 


increase in the already excellent service you will render this city... bonus at no extra cost. 


no. 
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Tune 3, 1940 ADVERTISING AGE 
. Advertising Clubs will be joint Mason Britton, chairman of the agers division of the National Asso- Several departmental meetings 
Re ease evise sponsors of conferences on adver- board of the AFA and vice-chair- ciation of Broadcasters; Outdoor will continue the morning. of 
tising club activities. The Public man of McGraw-Hill Publishing Advertising Association; Premium Wednesday, June 26, as well as 


Time Table for 
AFA Convention 


Chicago, May 27.—The complete 


convention time table of the 36th 
annual convention and exposition 
of the Advertising Federation of 


America at the Hotel Sherman here 
June 23-27 was released yesterday. 

Registration of delegates. will 
begin at 10 a. m., Sunday, June 23. 
There will be a welcoming break- 
fast “brunch” for women delegates 

the morning and a cocktail party 
and reception at the Ambassador 
Hotel from 4-7 p. m. A sail on the 
lake is scheduled for the evening. 

Monday morning, June 24, will 
find various advertising groups 
moving under way with separate 


sessions. The Council on Advertis- 


Utilities Advertising Association 
will meet at the Palmer House, the 
sales managers division of the Na- 
tional Association of Broadcasters 
at the Hotel Sherman and _ the 
Newspaper Advertising Executives 
Association at the Hotel LaSalle. 


Opening Luncheon 


At the opening general luncheon 
in the Grand Ball Room of the 
Hotel Sherman Monday noon the 
theme of the session, “Advertising’s 
Contribution to the American Way 
of Living,” will be considered from 
the standpoint of the advertiser by 
Paul Hollister, vice-president in 
charge of publicity for R. H. Macy, 
New York; from the standpoint of 
the consumer by Dr. Alice Keliher, 
director of the commission on 
human relations of the Progressive 
Education Association, and from the 
standpoint of industry by Richard 
H. Grant, vice-president of the Gen- 


Company, New York, will precede 


these talks with the keynote ad- 
dress. Norman S. Rose, president 
of the AFA and advertising man- 


ager of the Christian Science Moni- 
tor, will be chairman of the 


luncheon and Paul Garrett, general | 


chairman of the convention. pro- 
gram committee and vice-president 
of General Motors Corporation, 
New York, will preside. The Jose- 
phine Snapp award will be _ pre- 
sented at the luncheon 

General Hugh S. Johnson will be 
the speaker at the annual banquet 
and ball that evening 

Nine departmental meetings will 
be held Tuesday morning under the 
sponsorship of these affiliated ad- 
vertising groups: Public Utilities 
Advertising Association; Direct 
Mail Advertising Association; Fi- 
nancial Advertisers’ Association; 
Newspaper Advertising Executives 
Association; National Industrial Ad- 


Advertising Association: national 
and retail advertising conference 
arranged by the Advertising Man- 
agers Club of Chicago. 


Two Luncheons 


There will be two official lunch- 
eons Tuesday noon. One of these 
at the Hotel LaSalle will be under 
the sponsorship of the Newspaper 
Advertising Executives Association 
with H. G. Moock, vice-president of 
Plymouth Motor Corporation, De- 
troit, as the speake1 The other 
will be sponsored by the industrial 
advertisers at the Hotel Sherman 
with Raymond Moley, contributing 
editor to Newsweek, as the speaker. 

Departmental meetings will con- 
tinue Tuesday afternoon. A tea and 
fashion show is planned for ladies 
at the convention Tuesday after- 
noon and a cabaret and night club 
party will be Tuesday night under 
the sponsorship of the NAB 


sales 


ing Clubs and Council on Women’s eral Motors Corporation, Detroit. vertisers Association; sales man- managers division, 


LUE NETWORK advertisers are grinning more 

broadly than ever these days. For another 
luscious Blue bonus has been given to them. This 
time, it’s extra coverage in the rich Metropolitan 
Boston area—at no extra cost! 

To cover New England’s richest market as it 
has never been covered before by radio, WBZ 
moves its transmitter location to Hull, on Boston 
Harbor. There the most modern 50,000-watt trans- 
mitting facilities were built. And with them.dom- 
inant coverage has been emphatically obtained! 

This is another of the many extra coverage bo- 
nuses that the Blue Network has been pyramid- 
ing for advertisers in the past eleven months. And 
this is one reason why the Blue has become Amer- 
ica's outstanding advertising buy. 

Other reasons why 70° of the Blue’s 1938 ad- 
vertisers renewed for 1989-40—and brought 17 


new Blue boosters with them: 


1. Lowest national cost— 
the result 


Discount Plan. 


2. “Money Market” Coverage — 


of the famous 


program director, John F. 


WBZ war council agogw over the blitzkrieg of orders that advertisers have 
fired at them. At Mr. Callahan's left in the front row, Frank R. Bowes, 
sales manager. On Mr. Callahan's right. Dwight A. Myer, plant man 
ager. Looking on, sales promotion manager, Harry D. Goodwin, and 


McNamara. Said 


Mr. Bowes: “We could 


stay on the air twenty-four hours a day and still do a land office business 


the way the orders are piling in from advertisers!” To which Mr. Callahan 


Blue Network 


replied: That just proves advertisers know a 


good buy when they see 


one. We now dominate the Metropolitan Boston market of 2,500,000 


concentrated in the places where 7207 of 


America’s effective buying power ts located. 


At all-time low cost you can take new profits out 
of your business by discovering that sales begin 
Where the Blue begins—for only $5,000* a week, 
nighttime half hour, coast to coast. National 


Bri mdeasting ( ‘ompany, A Radio Corporation of 


\merica Service. 


nly 


NBC BLUE 


listeners!" You can reach ‘em on the Blue — at all-time low cost! 


Frank Bowes visits John C. Dowd, president of one of Boston's leading agen 


cies. Said Mr. Dowd: “The increased coverage of WBZ is great news, 


Frank. The station has always done a grand job for our clients —and 
will do even better now!” Which pretty much sums up what Blue Net- 
work advertisers are saying. There are profits for you in this network— 


at a national cost no other medium can match! 


another joint conference on adver- 
tising club activities 

Elisha Hanson, general counsel of 
the American Newspaper Publish- 
ers Association, will talk on “Ad- 
an Essential to Economic 
Freedom,” at the general luncheon 
session Wednesday noon. Col. Wil- 
lard Chevalier, publisher of Busi- 
ness Week, will talk on “Is There a 
Youth Movement Affecting Adver- 
tising?"’ Winners of the $1,000 prize 
awards in the ADVERTISING AGE con- 
sumer contest will be presented at 


vertising 


the luncheon 

Following the general luncheon 
session there will be the annual 
business meeting of the AFA for 


the election of directors, making of 
reports, etc. There will be an ox 
roast at 4 p. m., June 26, at Ilg-Air 
Park to which transportation will 
be provided for registered dele- 
gates 

Thursday, June 27, has been set 
Exhibitors’ Day with the 
emphasis on the advertising exhibits 
in the exhibit hall adjoining the 
Grand Ball Room at the Hotel Sher- 
man. The exhibit hall will be open 
throughout the convention. 


Birds Eye Food 
Gets A.M.A. Seal 
of Acceptance 


New York, 


aside as 


May 29.—First en- 
dorsement by the medical profes- 
sion of a frosted food product has 
been obtained by Frosted Foods 


Sales Corporation for its Birds Eye 
peas, the 
will the seal of 
acceptance of the Council on Foods 
of the American Medical Ass 
tion 

The announcement of 
award to 
made in 
Journal of 


green and 


product 


advertising of 
oon bea 


ocla- 


the first 
a quick-frozen product is 
the current issue of the 
the Medical 
Forthcoming advertis- 
ing by Frosted Foods in the Journal 
and Modern Hospital will feature 
the award of the 

As soon as new copy can be pre- 
pared, consumer advertising of the 
Birds Eye line in Collier's and Life 
will include the acceptance 
Business paper promotion addressed 


American 
Association 


seal 


seal of 


to the institutional trade will also 
carry the seal. Counter cards and 
other display pieces featuring the 


award are being rushed 
It was learned that Frosted Foods 


expects to apply for the AMA seal 
on its asparagus, broccoli, lima 
beans and spinach as soon as re- 


search now in progress can be com- 


pleted Advertising of Frosted 
Foods, a subsidiary of General 
Foods Corporation, is handled by 


Young & Rubicam 
MacDonnell Joins Agency 


Alan M. MacDonnell has resigned 


as local advertising manager of the 
Telegraph and Evening News, 
Macon, Ga., to join the Macon 


advertising agency of Perkins- 
Elliott Hereafter it will be known 
as Perkins-Elliott & MacDonnell 


(Advertisement) 


Successful NBC-Blue Ad- 
vertiser Goes International 
Adam Hats Among 


American Advertisers 
NBC Shortwave Radio 


the First 
to Use 


Not content to rest upon the phe- 


nomenal sales succe Adam Hats 
have achieved with their outstand- 
ing NBC-Blue program series of 
weekly  prize-fights direct from 
Madison Square Garden, this pro- 
gressive Blue Network advertiser 
intends to court the highly potential 
Latin American markets 


This direct sales appeal to a vast 
consumer group is made 
through NBC's new 
hortwave service to Mexico, Cen- 
tral America, the Caribbean area 
and South America The regular 
Adam Hats broadcasts heard weekly 
on the Blue will be shortwaved in 
Spanish over NBC's two stations, 
WRCA and WNBI 


possible 
commercial 
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mend 3, 1940 


e | announcement of winners in its 
P ) oO faq oO t 1 oO Ti seventh annual Star of Stars radio lord & Thomas 
pol. Awards were made on such 
o outstanding programs as Informa- . 
evie W tion Please, the Kate Smith Hour, St | 
Lux Radio Theater, Jell-O program ream ines 
and many others. 


A contest to discover the “All- - S ° 
American College Queen” was For gadget-minded saverisine Chicago Office 
merely one of the numerous devices men Cosmopolitan has invented a 

used by Movie and Radio Guide, “Reading - Meter” which seeks to 


formerly Radio Guide, to impress compare the reading time char- 


(Picture on Page 31) 


its new name and virtues on likely acterizing five women’s magazines| Chicago, May 28.— The Chicago 
prospects, the publication is advis- and four national weeklies. cffice of Lord & Thomas has been 
ing advertisers and agencies. The The device is an _ attractively completely remodeled in the inter- 


result of this series of promotion printed diecut affair which affords est of higher working efficiency and 
has added 100,000 names to the the recipient an opportunity to | for the convenience and comfort of 
paper’s circulation lists in a short handle his own computations and | media representatives who call on 
time. furnishes data for each of the|the agency. The metamorphosis 

Nearly 500 college newspapers magazines on two separate scales: |clearly illustrates how many 
participated enthusiastically in the one for normal readers, 300 words | changes a decade has wrought in 
search for the “All-American Col- a minute, and the other for slow | agency methods. 


lege Queen.” Meanwhile, Marty readers, 175 words a minute. When Lord & Thomas moved into 
Lewis, promotion manager of Movie —<—<—— the Palmolive Building in 1929, the 
and Radio Guide, repaired to Holly- ow uate Vars three floors leased seemed to pro- 
wood, where he induced screen and vide adequate space not only for 


satin wave te comteibute to a halt Henry W. Comstock has _ been 
adio stars W continue to a nall- | elected president of Addison Vars, 2 : 
hour’s transcription which played Inc., Buffalo, succeeding Addison F. ture growth. Placement of depart- 


immediate operations, but for fu- 


400 radio stations. Vars, who becomes chairman of the | Ments in relation to each other also 
Mr. Lewis was not through. He) board. seemed to be above criticism. 
secured the services of Bob Hope --— The march of time, however, 
to make a trailer especially for his A. R. McGill email brought expansion of certain 
paper, and this epic is now being branches of the business beyond 


; A. R. McGill, formerly with ee 
, % ors . oO " ‘ ’ : . » ex Cts gZ é é 1 - 
shown in theaters throughout the Cockfield, Brown & Co., Montreal, the expectation of original planning 


country. has been appointed manager of the Radio, research and outdoor are 
While this was going on, Movie} Montreal office of Kenyon & Eck- Shining examples of this trend. In 
and Radio Guide burst out with | hardt. ; 1929, radio in Chicago was handled 


1939 Total Real Sales up 174% over 1938 
. we on: fe & Le 2. eee 


UMMER inevitably brings a big plus to this market 
where per capita retail sales are consistently 40% 
above the national average. Three million summer vis- 
itors to New England—who spend some $500,000,000 
mean worth-while extra business for manufacturers of 


just about everything. 


Plan now to use WTIC to help you make the most of this 
market that pays extra dividends because it is within easy 


motoring distance of 72% of the country’s population. 


50,000 
= WATTS — 
4 “MUST” FOR A BIG JOB IN THE BIG SOUTHERN NEW ENGLAND MARKET 


The Travaers rvedcoting Service Corporation, eater WRC Seen Venue eee 
__—- Representatives: Weed & Company, ee ee 


a. ls ae aa 


by one man; in 1940 the radio de- -FEM. M. Cockeol. 


partment requires seven offices. The 


( 


yutdoor department in eleven years 
has increased tenfold. new | Noted Publisher, 


the research department has greatly bd 
———ae ee ee 


As departments expanded, there Detroit, May 27.— The kaleido- 


was a general elbowing between de- | scopic career of Francis M. Cockre}). 
partments and men, and late-com- founder and publisher of Air Cond 
ers were shoved into any niche tioning & Refrigeration News, can 
which happened to be available. to an end last night when he dix 


in Grace Hospital, following an o; 
eration for appendicitis. The mecd- 
Media and clerical help formerly | ical attention came too late, phy 


Caring for Refugees 


occupied the 17th floor of the build- | cians finding that his appendix h,; 


ing. As the years passed, copy men | ruptured. 
who had no other refuge took seats Mr. Cockrell, who was 53 ys 
here and there, while the clerical | old, began his business career y 
force, charged with checking, bill- Westinghouse Electric & Mfg. Corm- 
ing and accounting for all Lord & pany, following his graduation f; 
Thomas offices in the United States, the University of Illinois. | 
also expanded. years later he joined the Chic 
The 18th floor originally was | office of McGraw-Hill Publish 
dedicated fo executive offices, copy Company—a move which det 
men and women, and to the art de- | mined his major work in life. He 
partment. Finally, however, it was progressed steadily, becoming pro- 
forced to accommodate the produc-| motion manager in New York, 
tion department, which had been where he was closely associated 
squeezed out of its erstwhile home | With the late James H. McGraw, Sr 
on the 19th floor by radio, research | Mr. Cockrell left the publishing 
and service departments, plus a|company to join the Campbe'l 
sprinkling of contact and copy men, Ewald Company, for which he es- 
That’s the way things stood at the | tablished an industrial advertising 
beginning of 1940. division, the first of the kind for a 
When a conference was called for |™Major agency. From Campbe!l- 
all of the men working on an ac- | Ewald, he went to the Society for 
count, it was necessary to summon | Electrical Development, thence to 
them from all three floors, and | Evans-Winter-Hebb, Detroit, where 
many a high-priced executive spent | he was vice-president in charge o{ 
as much time toiling up and down sales. 
stairs as he did at more construc- In September, 1926, he founded 
tive work. Therefore, a shaking up | the Business News Publishing Com- 
was ordered, the basic idea being to | Pany to publish Electric Refrigera- 


lachieve the close coordination es- | tion News, covering the fast-grow- 
|sential in a large organization. ing refrigeration field. In Septembe 


Carpenters, plasterers and paint- | 1931, he converted the paper int 
ers enjoyed a field day during this | @ weekly and five years later 
period, and when they had finished, changed the name to indicate 
considerable of the pomp and cir- | broadened scope. 


|cumstance had disappeared from 


the scene. Most of the large pri- WILLIAM RICH CROSS 

vate offices were divided into quar- Lake Wales, Fla., May 28.—Wil- 
ters where several executives could | liam Rich Cross, editor of the Lake 
work in comfort and seclusion,| Wales Independent, died recently 
though not luxury. This reform after a short illness. He was 53 
extended even to the revered office years old. Mr. Cross was for 12 


; occupied for so many years by A. D.| years a_ vice-president of Wak 


Lasker. This lofty and expansive | Advertising Company, New York, 
chamber was turned into a con-| after which he was associated with 
ference room. Conklin Mann, Inc., and H. M 
Kiesewetter, also of New York 
The New Set-up aes 

Here is the new line-up: FRED MILBURN 

The media department, which in- Kansas City, Mo., May 27.—Fred 
lcludes magazine and newspaper | Milburn, vice-president and gen- 
| buying, radio and outdoor, has been eral manager of the Implement 
lconcentrated on the 19th floor Trade Journal Company, Kansas 
where, for the first time, a hand-/| City, Mo., publisher of Implement 
some and spacious reception room & Tractor, Farm-Town Hardware, 
is available exclusively for space,| and the Red Tractor Book, died 
radio and outdoor selling repre- | April 30 at the age of 59. He had 
sentatives. On the same floor is the | been with the company 30 years 
market and research department, a/ and was vice-president and general 
natural affinity. manager for 23 years. Howard E. 

The 18th floor is given over to ex- Everett, editor of Implement & 
ecutive and creative departments. | Tractor, has been appointed genera! 
Contact and copy men on individual manager. 
accounts occupy adjacent offices, so —_-——__— 
that they can trade ideas frequently 
\ ithout inconvenience. On the 17th Form Biddle Agency 
floor are art and mechanical depart- | __ George Taylor is president of the 
ments, where art work flows into Biddle Company, an advertising 
production and service channels | “8°"CY just organized in Philadel- 


vitl . ent ti Tne rene hoe phia with offices at 1600 Walnut 
withou ost motion re remaindel street H. C. Biddle. Jr.. is vice- 


of the floor is occupied by the cler- president, and Richard C. Newbold, 
ical departments Jr., treasurer 


UNDERWOOD & UNDERWOOD 


319 E. 44th ST., N.Y. C. 241 E, ONTARIO ST., CHICAGO 
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Collins, Miller & Hutchings, Inc., Photo Engravers, 207 North Michigan Ave., Chicago 


hopes you attend this party and have a swell time 


~ okseT eeeee  res i oe, 


Paintings and sketches made in all parts of the world . . . suitable for 


parlor, bedroom or bath . . . oils and water colors . . . painted by 


This is our 


internationally known artists 


handsome, leather-lunged 


auctioneer offering a 


genuine etching . . . If you have 
no etchings in your home . 


think what 


\ 


you may be 


missing 


= 
3 


Ceramics ... 


Ay 


“a 
* 


Decorative and practical .. . 


A home full of art 


is a home full 


of culture 


from world's leading potteries 


Any item will be an 


Nudes with apples... nudes with oranges. .. nudes with flowers. . . asset to your 


apartment 


house 
% or 


nudes playing mandolins... these beautiful paintings 


in oil and water colors will add that necessary 


zip to your home... . Father will love them 


Impress the other girls in 


your bridge club... 


Let them think you 


know all about the 


finer thinks of life. 


Many great books 


Still life paintings . . . widely assorted subjects . . 


are offered at our 


from herrings to flower studies 
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Aviation Stamps 
Go to Work for 
Tide Water Gas 


New York, May 28.—Capitalizing 
on current interest in aviation, Tide 
Water Associated Oil Company is 
introducing its new Flying A gaso- 
line with an offer of 48 poster 
stamps of American aviation and al 
collector’s album. 

Backed by a concentrated news- 
paper, radio and outdoor poster 
campaign, the offer is being made 
to the public through 10,000 Tide 
Water dealers in the Eastern part 
of the country. Approximately 200 
newspapers in the company’s East- 
ern territory will be used. 

The set of stamps, done in full 
color by Edward A. Wilson, and 
the album have been planned to 
give a comprehensive story of the | 
past, present and future of Ameri- 
can aviation. In four sections, the | 
first covers the pioneers of flying, 
such as da Vinci, Dumont, the 
Wright Brothers and Bleriot; the 


POSTER STAMPS 


HISTORIC STAMP 


OF AMERICAN AVIATION 


3) . | 


GEE OAD THATS 
an mmacosaa’ [™ 


New copy for Tide Water, offering pos- 
ter stamps to gasoline buyers. 


with famous first 
trail-blazers such as 


second deals 
flights and 


Lindbergh, Byrd, Wiley Post, Ear- 
|hart and Hughes; the third covers 
|military aircraft and the fourth, 
present-day commercial and civil- 
jian planes and equipment and a 
| glance into the future as_ seen 
| through the eyes of aviation ex- 
| perts. 

| The foreword of the album itself 
describes the connection between 
the petroleum and aviation indus- 
tries. Lennen & Mitchell is 
Tide Water agency. 


Joins Sharpe-Marsh 

L. P. Wright has been appointed 
director of the production and mar- 
| keting division of Sharpe-Marsh 
| Associates, Portland, Me. He was 
formerly associated with Goodyear 
Tire & Rubber Company and B. F. 
| Goodrich Company. 


To Needham & Grohmann 


The 


Balsams, summer resort in 
| the 


White Mountains at Dixville 


Notch, N. H., has reappointed Need- | 


ham & Grohmann, New York, to 
direct its account. Newspapers and 
class magazines will be used. 


the | 


Chance That FTC 
Will Issue Copy 
Guide ‘Negligible’ 


Morehouse Suggests 
Use of Federal Register 
by Advertisers 


Washington, D. C., May 28.—The 
Federal Trade Commission may 
“consider” recent suggestions that 
some sort of guide for distraught 
|advertisers be developed to aid in 
preparation of advertising copy, but 
the chances of any such guide being 
published are negligible, Pgad B. 
Morehouse, head of the FTC radio 
and periodical division, has advised 
ADVERTISING AGE. 

The reasons are twofold: in the 
first place, the Commission appar- 
ently intends to hold fast to its 


The best-known couple in daytime radio! 


oa ts 


“Belty and Bol’ 


NOW AVAILABLE IN NEW 
RECORDED SERIES 


This new recorded ‘‘Betty and Bob’’ series follows 
the same program style that made the network 
series such a smashing success for General Mills 

with a// new plot sequences. It is a tive-a-week, 


15-minute show. .. fez 


itures an all-star cast of name 


talent. ..isauthored and directed by the same writer 


and same producer 


who brought the network 


show to the highest rating in eight years on the air. 


“Betty and Bob’’ 
formula 


is built to a proved success- 


with added showmanship features sel- 


dom found in recorded programs. Highlights 
are: Specially arranged orchestra/ theme music 
Several types of opening and closing theme and 


announcements on separate record 
time allowance for commercials 


Maximum 
Comprehensive 


merchandising plan. Every 


detail has been care- 


fully planned to give the program all the flavor 


and character of a ‘‘live’’ 
finest recording 


show, including the 


NBC ORTHACOUSTIC. 


‘Vake advantage of the huge following **Betty 
and Bob’’ have built up! Here’s a program for 


of the country. Write for 
bility and prices, 


‘spot’’ use by regional advertisers in every section 


presentation, availa- 


adio-Recording Division 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


on 


refusal to do anything which might 
even hint of pre-publication ap»- 
proval of copy; and in the second 
place, the Commission insists tht 
each individual case arising und: 
the law should be judged on ‘:s 
individual merits. 

Mr. Morehouse pointed out t 
the functions of the Commiss 
are at least quasi-judicial, 
agreed that this placed the FTC 
the position of building a set 
precedents and deciding cases \ 
similar facts on the basis of ». st 
decisions. 

The best guide for judging ad\y. r- 
tising copy, he said, is sin 
whether or not it misrepresents 
contents of a product or the wes 
to which it can be put. He fu 
indicated that the copy shoul 
so written that it will properly m 
resent a commodity to the be m 
average individual as well as to the 
“wise guy,” pointing out that the 
below-average individual is enti! \ed 
to the same protection as the «© «r- 
age and above-average person 


ma - i 


Suggests Federal Register 


Questioned as to the abilit. of 
the copywriter to familiarize |\\m- 
self with the precedents which 


the FTC has established in connec- 
tion with its advertising cases, Mr 
Morehouse pointed out that the 
Federal Register has prepared a 
codification of rules and regulations 
issued by the government. In vol- 
ume 4 of this series under Title 16, 
there is a section devoted to the 


| Federal Trade Commission and par- 
ticularly to advertising. It contains 
citations to all of the Commis 
|eases dealing with the subject of 
advertising. 

Omission as well as commi: 
| Mr. Morehouse pointed out, can be 
| the basis for misrepresentation. He 
|indicated that the FTC has no 
| objection to “puffing” of wares but 
|that it is interested in seeing that 
|the consumer gets a commodity 
capable of fulfilling the 
| mnee for it. 

Trouble arises most frequently 
|}when advertisers or copywriters 
attempt to come as close to the bor- 
derline as possible without actually 
violating the law, he said. He also 
expressed his doubts that the Com- 
mission has actual legislative 
authority to issue rules and regula- 
tions in the form of a guide. It is 
|a question of law, he indicated, but 
nowhere is the authority specifically 
delegated. 


claims 


S. California Pontiac 
| Dealers Use Radio 


A play-by-play report of the 
day’s outstanding baseball gam¢ 
the National and American Leagues 
is being broadcast daily over KMPC, 
Los Angeles, under the sponsorship 
of the Pontiac dealers of Southern 
California. 

MacManus, John & Adams, the 
|agency handling the account, has 
contracted for 22 weeks of time 0! 
to Sept. 27. 


| Clayden Names Weed 


William E. R. Weed has been ap- 
pointed Western manager of A. E 
Clayden, newspaper representative 
| His headquarters are in Chicago 
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IMPARTIAL TEST R. E. Mitchell Heads Business Papers Stee ke He is hailed BBDO Promotes Midgley 
; . . y Albert D asker of ra & 
| Paint Engineers, Inc. R js tie an lke a, = = po = C. E. Midgley Jr., formerly time 
| Robert E. Mitchell, manager of the eprint 26-Year iis aia ck aiaiethabaae ““~ | buyer of Batten, Barton, Durstine & 
paint sales division of the Joseph ‘Ds: ‘ eee oe ne ee and the Osborn, New York, has been pro- 
Dixon Crucible Company for the Old Copy Bible story of his dramatic entrance into! moted to the position of business 
past 12 years, has been named pres- advertising is told in the reprint in| manager of the agency's radio de- 
|ident of Paint Engineers, Inc., Haw- New York, May 28—An interest- the words of Mr. Lasker. partment. 
thorne, N. J., a new corporation ing indication of the truth of that Mr. Kennedy’s pungent comments as 
’ | which not only makes paints and old adage about there being noth- on the purpose and function of ad- Krueger Names Lewin 
i varnishes but will act as consultants ing new under the sun is the re- vertising make remarkably _inter- Dia eis eg . 
; = users of paints. ublication this week by The Asso- esting and “modern” reading The wn arusger Bev erage Company, 
, | Mr. Mitchell was field sales man-| acne apne . pence wears Boag: aes | Sane © Newark, has appointed A. W. Lewin 
ager and later advertising and sales | ciated Business Papers of excerpts booklet is being distributed by The | Company, Newark, to direct its ac- 
\ Bronz-1-2 gasoline promotion manager of Valentine & from “Intensive Advertising,” a Associated Business Papers as sup- count. Newspapers, radio and point 
reports its own Co. book originally written for a group plementary material to the associa- Of sale material will be used. 
mileage on your a of business papers by John E. Ken- tion s “Tell All campaign, which - 
Potter Agency Moves nedy 26 years ago. is designed to give advertisers and | “Fij]m Daily” Changes 
DARING Potter Advertising Agency, Chi Mr. Kennedy is described as “the agencies a better and more com- Film Daily has adopted a modern 
| s ’ - _ ‘ehensive ietiure P saree $3 t as ¢ "aa ik er 
MILE-DIAL |cago, has moved to larger quarters advertising yor San oS yee See. temper ge a Pe a ar style of dress, beginning with the 
S on the ninth floor of the Mather injected the principles that changed tutes effective business paper ad- May 20 issue. Modern head types 
Tower, 75 E. Wacker drive. much of advertising from guff to vertising, and how to produce it.) are used and heads are flush left. 
i 
Declaring war on bombastic row pi 
tinental Oil Company is featuring a 
“Mile-Dial"’ in an aggressive new news- 
f paper campaign, so that motorists can 
: check on their own mileage. 
. 


~ | ‘Mile-Dial' Is 
’ | Conoco Answer 
’ | to Gas ‘Bombast' 


, New York, May 28.—An aggres- 
e sive new campaign hailing the elim- 
. ination of “bunk, bragging and 
S bombast” in gasoline copy by offer- 
S ing motorists a new device called 
f the “mile-dial” to enable them to 
gauge actual results from Conoco 
Bronz-z-z fuel, was launched last 
€ week by Continental Oil Company. 
e More than 1,400 newspapers in 
0 the company’s marketing territory 
it will carry the fighting copy and will 
it urge motorists to secure the “mile- 
y dial” from their Conoco dealers, at- 
tach it to the dashboard and judge 
for themselves. The “mile-dial” is 
un intriguing affair with which mo- 
s torists will be able to keep an accur- 
iss ate check on gasoline mileage. 
y Opening insertions feature a Con- 
0 oco service man who asserts he 
le “cannot tell a lie’ about the gaso- 
e line’s performance because consum- 
i= ers can now get the truth for 


1S themselves. Insertions will range 
it up to full pages and will appear 
y throughout the summer. 
Tracy-Locke-Dawson, Inc., is the 
agency 
Elect Jordan President | 
e Harold Jordan, advertising direc- 
in tor of the Hamilton-Beach Com- 
Ds pany, has been elected president of 
ol the Racine, Wis,, Advertising Club, 
ip succeeding Kenneth Roberts, adver- a 
n using manager of the Racine Pure 
Milk Company. Other officers 
1e named are Kenneth W. Sickinger, 
4S Racine Journal-Times, vice-presi- 
i! dent: Robert J. Wentsel, Western 


Advertising Agency, secretary- 

treasurer. Directors are B. E. Skin- 

ner, J. 1. Case Company; Milton A. 

Gere, Cook-Gere Company; Harold 
)- E. Schneller, Racine Journal-Times: 
E George Colman, Horlick’s Malted 
e Milk Corporation; E. Hanson and 
Lou Holtz. 


le is | 


fl 
1 » Surprisingly enough, few national adver- the median automotive advertiser used 6. 
1 ; ‘ 
4 4 c 4 WwW . ” 
rv) ! re have io er more psig ed ith the Isn't the “Power of the Press” synony- HOW OFTEN DO NATIONAL 
/ / r advertising. 
' x ys) 1 um power & newepape & mous with the power of newspaper ad- ADVERTISERS TURN ON THE “i 
i wlour ROSES i ; If, somewhere along the line, there vertising? Isn't this the power which men “POWER OF THE PRESS”? . 
; a 4 — § were a psychological transformer to step praise, court, fear, respect . . . whose free- eg 
‘ 1 jaan, ‘Tie ; down the “Power of the Press” when news- dom they would die to maintain ... isn’t Syptens of natiensnide practice is the manner 
1 emanated !rore! “ A S32 i : this a ower too bi too valuable with in which national advertisers used newspaper space 
1 ay Y 4 paper space crosses column rules into the in P g in Oklahoma City in 1939. Tabulation below was : 
di aS 1! category of advertising, one might possibly which to toy? made from analysis of frequency of insertions by j 
| ‘ : : ae national advertisers in The Daily Oklahoman and | 
; } account for these amazing facts: The The “Power of the Press” is the pow- Oklahoma City Times. 
' ! median national food advertiser in the er to sell an idea or a product ... YOUR | 
Oklah d Ti d 12 adv . : ‘ P Median Number oe 
oman an imes use advertise- idea or YOUR product...if you plug into | Advertisements Ps 
ISPLAY IDEAS ments during 365 days in 1939; the the main line and use it completely, con- — eee. eee 1939 
median toilet requisites advertiser used 9; sistently and frequently. Automotive 6 x 
q y q y 
PY CRYSTAL Food 12 + 
' ; Ti = ™ SEE Ls al j “ 228 Al mis é a ct % - ’ , 7 | [ Medical 27 “a 
1 COMPLETE SERVICE Ti Tih | iin | Ew PCIPLE BATEEtivien fol | Hil Toilet Requisites 9 
! UNDER ONE ROOF : tTiL Ul iL UINLAIIUI tsi WilaeF iti Wi :1 Vil : af bee WS Household Appliances 4 
° ° ° 
1 UNSEL - DESIGN « FABRICATION : THE OKLAHOMA PUBLISHING COMPANY Tobacco 22 
; CRYSTAL MFG. CO. THE FARMER-STOCKMAN *® MISTLETOE Express * WKY, OKLAHOMA City * KVOR, CoLorapo a ad : 
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War's Effects on Advertising 


of a particularly acrimonious char- 
acter, a new status which suggests 
constructive for the 
great region it serves. It may easily 
be possible that the TVA will make 
such good use of its opportunities 
as to become the foremost factor in 
improving the economic condition 
of the people of the South. 

One of its most impressive activi- 

the field of industrial 
With the conviction that 
research on a been 


possibilities 


ties Is in 
research 

has 
indus- 
successful and well- 
TVA has undertaken 
with the 
assisting young or strug- 
take advantage 


large scale 
possible heretofore only by 
tries already 
organized, the 
this type of 
tation of 


industries to 


WOrkK 


expec- 


gling 


example, new methods of processing 
cotton seed, to assure higher quality 


or lower cost products, have been 
developed, as a result of which this 
| industry 
substantial way. In the same direc- 
tion is its work in the field of quick 
|freezing, which it is hoped will 
increase the and incomes 
of Southern producers of fruits and 
vegetables 

This kind of leadership, which it 
TVA executives 
is in behalf of private industry and 
inot for the purpose of replacing it, 
| anay in the end give the authority 
a leading part in Southern indus- 
| trial development and progress in 
the 


is already benefiting in a 
markets 


lis emphasized by 


future 


REVOLT OF THE HOUSEWIFE 


Reproduced through courtesy 


f The Saturday Evening Post. 


“Don't look up, Oliver—it only encourages them!" 


that civic celebrations is a business. 
Harrington-Russell Festivals sent us 
a folder this week explaining ‘nat 
this organization will do the whole 
thing for any community. Its serv- 
ices include script, cast, mounting, 
royalty, parades and, last but not 
least, finance 
Competition 

Competition between merchan- 
dise being sold at its regular price 
and similar or competing merchan- 
dise being given away as prizes or 
premiums has always struck us as 
a particularly difficult problem, and 
one on which we have very few, if 
any, worth-while ideas. What hap- 
pens to sales of a particular brand 
of hosiery, for example, when that 
particular brand is being offered as 


Copy from a Cemetery 

We look forward each month to 
the “Open Book,” a sprightly little 
promotion piece distributed by the 
World Publishing Company, Cleve- 


land. In the current issue it has 
clipped a brief poem from the 
Nashua Cavalier indicating that 


women had a talent for copywriting 
as long ago as 1800. These lines are 
inscribed on a headstone still stand- 
ing in a cemetery of Lincoln, Me.: 
“Sacred to the memory of Jared 
Bates 
“Who died August the 6th, 1800. 
“His Widow, aged 24, lives at 
7 Elm Street, 
“Has every Qualification for a 
Good Wife, 
“And Yearns to be Comforted.” 


Information 
for 
Advertisers 


The following documents may 
secured without charge from co; 
panies sponsoring them, or throu 


ADVERTISING AGE, by any natio: 

advertiser or advertising age 

executive writing on his busin 

letterhead. 

No. 1651. The Growing Arka 
Farm Market. 


Arkansas Farmer has issued ° 
material covering the product 
‘and value of crops and livestock in 
Arkansas, and other informat on 
about this 79.4 per cent rural m.ir- 
ket. It also contains facts al 
editorial content and coverag: 
the publication. 


| No. 1652. Terre Haute Market Duta 
This pamphlet, issued by The 
Terre Haute Tribune and Siar, 


offers a tabulation of population 


'and number of families by county 


in the Terre Haute, Ind., market 
area, with corresponding circulation 
figures. A map of the trading zone 
is included, with figures on retail 
sales and buying power. 


terpart, giving information about 
cost and circulation of displays 
in neighborhood retail shopping 
centers. 


No. 1624. If a Tree Falls. 

This attractive brochure, issued 
by Radio Station WSM, Nashv le, 
provides maps of the station's cover- 
age areas, and gets across its listen- 
ership story in an interesting \ 


No. 1645. Proof. 


In this brochure, Look den 
strates its ability to sell merc! 
dise. Reproductions of retail! 
newspaper advertisements wi! 
tie-in with Look’s national accou 
and editorial matter, and lett 
recounting results of the tie-! 


tell the story. 


No. 1653. Distribution of Circu'la- 

The national defense program | zation in the effort now being made | tion. ke 
now under way is serving the dou-|to rush preparations for future | . A complete breakdown of circu- 1S 
ble purpose of maintaining morale defense requirements. - ] 1 Ti g lation by county, city, town and Wl 
and insuring a continuance and Thus business, without desiring village has been issued by La Patrie re: 
expansion of industrial and business | in any way to profit from military ae | Montreal, for two week-end edi- lis 
activity in the United States. Added | activities at home or abroad, will Real Cooperation Ee with some other product tions. A tabulation shows the p = 

; to the normal requirements of the | be faced with active markets which An example of the work of a/|@5 ell ye gee at the — | centage of French population to th« 

r - neanciatt ate se. | price: ne z ns i ‘ ivided ji -ovinci:; lec. 
i American people, the speeding up| will make a continuance or expan- | local trade association which is |! a ” 7. ; aog vo = a " total, divided into provincial el “ 
a - ‘ ie: i rere GOR SS mate articular brand when some other “s istricts ¢ atrie’s ac 
a of production of aeroplanes and|sion of advertising both desirable |¢mOugh to warm the cockles of any- sweden brand is being “given away” | cores Cries, ane ai iagath it 
* armaments will increase employ-|and necessary. Even those whose | one’s heart has just come to our I ‘its. ark ti “ : — italia Prehearing SS ~ 
ment and payrolls and thus stimu- products are required for defense | #ttention. It’s a letter addressed |?" -"e ma € ing area’ territory. The folder also contain 1 
late retail buying and consum tion | purposes rather than for seneral | to customers of the Marshall Letter hs i " “uae ae 7 ‘the ee ene oe ee Si 
of idtintiilinn : =—" aiid : ‘ill S et - ‘ ~|Company by the Mail Advertising ya oe a Ps a ae Maes Me | fication. Si 
es. | consump ion will want to maintain | service Association of Chicago, It | JUNe issue o ousehold Magazine, pa 

Assuming that the European war | contact with their customary mar- | says: and discovered that three of the | No. 1654. The Industrial Center of it 
continues, and that the Allies are | kets, so as to prevent loss of accept-| “A, friend in need, etc., etc., — first four advertising pages in the the Northeast. m' 
able to prevent the smashing vic-| ance and good-will during a period | we all quote the old adage | 20k dealt with electric refrigera-| Radio Station WTRY, Troy, N. Y., ag 
tories of the German war machine|of abnormal activity in special | frequently, but here is a chance to mao , ‘e bye rng states con-|has issued this folder, which pro- 

, ‘ : 4 ained ; ‘& G » Ni a S0é dec a coverage m: . 

from being quickly completed, Eu-| fields. |do something about it. ne - . ute 24 ns SOap | vides a coverage map of the pi co 

: F . : : — oy » fut ‘ - ~ aq ad, featuring the usua ‘ con- ary ; tr its areas t} av 

rope will increase its demands on| Comments of advertising agencies | Your friend and ours, Robert G. fee. a eure & pl eae sn nd mary and mes agg peer ve 7 
, » ne P . ‘ — ' arehs tter St, , 4 . O > “1Zes ats ¢ ¢ "eti sales 

the United States not only for mili- | and media executives, reported in| Marshall, of the Marshall Letter consisted of 300 Merve! A alors data on papecen = somes > in 

tary supplies but for food products. | this issue, indicate the determina-|CO™Mpany, is confined to his home, refrigerators (Wustreted in full | ~ — a — ~—— | aa in 
And the conclusion of a _ peace|tion to maintain business in this | Cue to ill health, and % is not likely lor “Th ct f 1 age adver — se oe RASS sncilities 

would mean immediate increased | country on a normal basle Th it that he will be back on the firing tis oh t ae as : uteri ee ee ne ch 

- -diate ‘rease J é é asis. i . se » é “opriately nougn, | ; 

i : ’ | line for some time. isement, appropriately — enough ch 

demand capable of absorbing all of | means the continuance of sales| “We who are his competitors (as was for Servel Electrolux refrigera- | No. 1634. International Cover Sam- lic 

our food surpluses, since the war-|and advertising effort without cur- well as his friends) need business tors. But then, skipping over a ple Book. 

ring nations are rapidly approach- | tailment or interruption. but we do not want it at the ex- Sure-Jell ad, we found a color page Chemical Paper Manufacturing S. 

ing a starvation basis for their civil No one can minimize the ultimate | pense of a fellow worker in the for gp ag and ae — Company has issued a new sample Is 
: : . . é <y ; age 4 ‘gidaaire ro aini . ienl: 
populations. significance of the world-shaking | field who is temporarily out of the Se a aon oie Nag rigidaire,| book containing a complete display 
. ° . . an Stl artner DackK we issue 1s ~ “kk ite . ati . wy 

Business is taking a calm and/ events now taking place on the his-| race. ‘a ‘ full . calietane =. avert : of stock items. International Duplex ' 

la ° ; P . oy . _ —e = ’ jus oO e Ti eS WEIBE? | Mases ta tna ae ' 0 

realistic view of the situation. Most | toric battle-ground of France and You who are his customers (as ments) another color page for West- Cover = included for the first time, C) 

manufacturers and merchants be-| Belgium. A complete German vic-| Wel! as his friends) can help by mahouse pee in both antique and fancy ha 

lieve that the stock market has|tory might create a new world | loyalty to his po - sengee nage eras Now what happens? Do all the — bo 

ilies ; will carry on during his absence. — 3 
overdiscounted the effects of the} geographically and economically, a|, —_ 6 ; readers of Household put off buy- | No. 1631. This is the Story of Mrs. on 

a ; ; |They will give you the same care- “ : rf an 

German military triumphs, at least! world in which new adjustments of | ful attention and service as im the | 8 refrigerators until they make Jones’ Cerebellum. in 
on a short-term basis, and are con-| international trade would reshape past ; sure they’re not going to win one, Mrs. Jones’ cerebellum is where 

fident that the increased needs of | the commerce of all nations. Those “So let's all pitch in and do our | ° do they go right out and buy a | jmpressions are stored, and in this Fi 

our own nation will be sufficient | changes, if they come, will be met little bit to keep Bob’s business go- refrigerator regardless booklet, Outdoor Advertising Incor- ne 

to keep the industrial machine roll-| with resolution. In the meantime,! ing as usual — you can’t tell — you Tell It to Suzie porated shows Mrs. Jones making pI 

ing along at an accelerated pace.| however, America will continue to|may need a friend yourself some The Daily T Chi ted cerebellum “ of oe products & 

. 3 ” “ mes, icago, printec . sees ysters . 

It would not be surprising to see|be busy with the great task of | day. sissy as oe sees on the oulmoor a Gr 

» tome ow > @ehavebinn | sencenemment : eting >| a story last week about a girl|along the route to her super mar- Gi 

a large part of our employables|rearmament and of meeting the|_ . ; named Suzie who is making a|/ket. There, Mrs. Jones and prod- D 

absorbed into the industrial organi-| requirements of our own people. | Disillusionment Has Come : oes ; se jc goer acta hs porta’ 

a pretty good thing out of listening to | uct identification are shown at work e! 

| In earlier years we appeared in a people for pay. Might be worth! on the daily shopping. s 

TVA Cl . t] S |couple of pageants, as do all chil-| checking for the nervous salesman Tt 

ampions e ou th dren at some unhappy stage in their | who wants to try out his presenta- | No. 1618. Why Ignorance of the In 

; | lives. We always thought, however, | tion; or for the harried space-buyer Law Is No Excuse. di 

The development of a program | of new ideas in the development of | that such events were inspired by | who can afford to hire someone to The title of this folder issued b . 
of aiding Southern industry and | better methods or new products.|civic minded citizens who had} qo pis listening for him. Inci-/ Criterion Service harks back to the < 
agriculture initiated by the Tennes-| Already enough has been accom- | probed deeply into the lore of their | qgentally. this girl’s rates, as reported | days when laws were posted in the Py 
see Valley Authority has given this | plished to demonstrate that the idea | “'ty or village and sought to drama- in the Times, are higher for listen- | market place and everyone was sup- I 
governmental agency, for a number|can be worked out successfully. | "2° “oe significant parts of its|ing than for reading. Seems the| posed to know about them. Cri- Mi 
of years the center of controversy In the TVA _ laboratories, for past. What was our surprise to find | former is more tiring terion goes on to the modern coun- 
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ATLANTIC GETS AWARD 
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Dr. Henry Butler Allen, Franklin Institute 
(left), presents Robert H. Colley, pres- 
ident of Atiantic Refining Company with | 
an Institute citation for his company's 
pioneer work in the petroleum field. 


Curtis Survey 
Finds Market for 
Paint Undersold 


Philadelphia, May 28.—The mar- 
ket for paint in the United States 
is undersold, according to a nation- 
wide survey by the commercial 
research division of the Curtis Pub- 
lishing Company, in which 1,741 
consumers were interviewed. 

Among the points which the re- 
port makes is that families which 
admit the need for paint but claim 
its cost is preventing them from | 
buying none the less have bought | 
automobiles and home equipment. 
Since it is contended that most 
painting jobs are bought, not sold, 
it is pointed out that the consumer 


must be pre-sold on painting by | 


aggressive advertising. 

The survey report charges that 
consumers have not been made 
aware of instalment terms and nei- 
ther do they know what paint styl- 
ing is, although if properly informed 
interest in the subject which is now 
completely passive might be 
changed to active desire worth mil- 
lions to the paint industry. 


S. F. Advertising Club 
Issues Consumer Book 


Talks made at the spring seminar 
of the San Francisco Advertising 


Club on the consumer movement | 


have been printed in a 45-page 
booklet together with a foreword 
on “Are Consumers Guinea Pigs?” 


| 
and a summarization of the sem- | 


inar. 

Among the speakers were David 
Faville, Graduate School of Busi- 
ness Administration, Stanford Uni- 
versity; Hazel Oppenheimer, past 
president, San Francisco Business 
& Professional Women’s Club 


George H. Eberhard, president, 
George H. Eberhard Company: 
Denis Donohoe, president and gen- 


eral manager, Retail Dry Goods As- 
sociation of San Francisco: Ford 
Tussing, assistant general superin- 
lent, the Paraffine Companies, 
Inc.; Wilmot P. Rogers, advertising 
tor, California Packing Cor- 
poration; Wheaton H. Brewer. ad 


riising manager, Pacific Rura! 
Pre and Ewald T. Grether, pro- 
fessor of economics, University of 
California, 


Davis Joins “Banking” 

lecolm Davis, vice-president of 
the Bankers Publishing Company 
for seven years, has joined Bank- 
ournal of the American Bank- 
\ssociation, as a sales executive 


{ 


Change Publication Name 


e-Shepperd-Mann Publishing 
ration, New York, has changed 
name of Municipal Sanitation, 
vage Works Engineering and 
cipal Sanitation 


2 ’ 
Ss 
During 1940 more than 300,000 
tamilies will be impressed by the 


sliber of CONGRATULATIONS’ 


*Overtisers. 
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“THE NEW YORK SELLING- PROBLEM” 


BLOCK-BY-BLOCK 


NEW YORK MARKET 


The best general index to living standards 
and economic buy-levels is found in the 
homes people occupy—the rentals they 
pay. Here, then, is the major measure for 
advertisers anywhere. On this, marketing 
experts agree. 


In the New York area the World-Telegram 
has definite facts and figures on its entire 
readership, based on its known, located 
and rental-evaluated reader response . . . 
founded upon a full 40% cross-section. 


Scientifically sound as to method, with re- 
sults verified by five nationally known re- 
search organizations through a series of 
all-sections checks, the World-Telegram’s 
Block-by-Block Analysis of New York is 
immediately valuable to anyone interested 
in selling the New York trading area. 


In so complex a market as New York, im- 


agine being able to route direct or dealer 
salesmen so as to cover only those sectors 
wherein you KNOW your prospects are 
economically able to buy! Imagine being 
able to pre-figure your sales potential, 
whatever your product may be—regard- 
less of price class! Imagine being quickly 
able to ascertain present product accept- 
ance... or expansion possibilities ... or 
the replacement market! Imagine the value 
of knowing beforehand the advalue of 
your prospects—their responsiveness, the 
economic stratum in which they bracket, 
as measured by the rentals they pay! 
~~ * * 

Block-by-Block is rapidly gaining national 
recognition for what it is: an analytical 
survey which provides advertisers with a 
KNOWN guide to the economic worth of 
New York Market families. 
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Railroad Gets 
Gay in Copy on 
New Rate Cut 


New York, May 28.—Acceleration 


of the trend away from traditional | 


“time table” copy in railroad adver- 
tising was disclosed here last week- 
end in the inauguration of a new 
campaign by the New York Central 
system featuring low-cost coach 
travel to the New York fair. The 
schedule consists of a series of 600- 
line newspaper insertions in key 
cities along the road’s route and in 
larger cities between Chicago and 
the Pacific Coast. 

Each layout will be dominated by 
large size human interest illustra- 
tions with such headings as ‘We 
Believe in Love,” “Why Girls Leave 
Home,” “Grandma's a Gadfly”—in 
each instance followed by “at less 
than 2c a mile.” A brief sales mes- 
Sage stresses economy and comfort. 

The copy will appear during the 
next four weeks. Lord & Thomas is 
the agency. 


Parrine Joins FSR 

Glenn Parrine, formerly with 
Schlick-Barner-Hayden, Inc., has 
joined the production department of 
Fuller & Smith & Ross, Inc., Cleve- 
land. 


LOVE FINDS CHAMPION 


+ 


y YORK a “ 


re ware ve con 


One of the insertions in the new cam- 
paign for New York Central, emphasiz- 
ing low-cost travel to the New York 


World's Fair. 


Opens Coast Branches 


Jewish Voice, Los Angeles Jewish | 


|/newspaper, has opened branches at 
|118 Steiner street, San 
|with E. Hirsch in charge, and at 
304 Granger bldg., 5th and Broad- 
way, San Diego, with C. G. Martin 
in charge. 


| Corporation 


Francisco, 


Certain-teed’s ‘40 
Campaign Changes 
39 Loss to Profit 


New York, May 28.—At the end 
of the first four months of its great- 
est advertising and sales drive in 
ten years Certain-teed Products 
reports net profit for 
the first quarter of 1940 of $149,000, 
compared with a net loss of $148,000 
for the first quarter of 1939. The 
improvement trend has been even 
stronger in the second quarter, 
according to C. E. Stedman, vice- 
president in charge of sales. 

Using newspapers, general and 
business magazines, the 1940 Cer- 
tain-teed campaign has been built 
around the theme, “Look home- 
ward, America.” 
building materials in all 
continues strong, with the peak 
likely to be reached in the next 
period, the report says. 


sections 


Parker Pen Company 

Net earnings for the year ended 
Feb. 29, 1940, were $306,066, but 
depreciation of the Canadian dollar 
and the British pound represents a 


ANFORIZING 


garments is newest 


amethod of mechanically 


greatest 
many big im- 


provements in textiles Trojans have been 


making sinee Hannah 


vented the detachable collar here in 


Apace with changing fashions. Troy has 
turned from a collar city making some shirts 
to a shirt city making collars, handkerchiefs. 
underwear, other products. By 
research for new methods and new products 
Cluett. Peabody & Co. Ine. Troy's largest 


industry, made these 


others, It Wis 


Lord 


changes 


Sanford 


Montague in- 
1827. 


Troy's garment 


eral figures show. 


intensified 


New 


market. 


along with Troy 


L. Cluett of that 


™ 
ils 
+ 


company who invented Sanforizing 
shrinking material before making it into the 
of the 


contribution to 


workers are 


merits of your produets. 


J. A. VIGER, ADVERTISING MANAGER 


textiles since 


mercerizing and fast colors, 


the highest 


paid in the men’s furnishing industry. fed- 


Stop sales shrinkage in 


the $38.896.000 market they and thousand- 
of other workers here make: use The Record 


Newspapers. the city’s sole dailies. to tell the 


Single medium 


blanket coverage at only Le per line makes 


York State's 


lowest cost) major 


’ = 4 
PRO’ RECORD 
a 
i) . = 4 = 4 
THE TIMES RECORD 
_ a a. a 


THE TROY RECORD CO. 


The demand for | 


shrinkage of $135,693 which, if de- 
ducted from earnings, leaves but 
$170,373 as a net profit in the con- 
solidated account. 


Caterpillar Tractor 
Net income for April was $616,943, 
compared with $491,079 for the 


same month a _ year ago. Net 
income for the 12-month period 
ending April 30 was $6,672,683, 


compared with $3,408,285 for the 
previous year. 


Radio Corporation 

Net profit for the quarter ended 
March 31 was $2,312,893, compared 
with $1,448,110 for the same quar- 
ter a year ago. 


West Va. Pulp & Paper 


Net earnings for April were 


pared with $428,184 for the same 
period a year ago. 


Anchor Hocking Glass 

Net income for the year ending 
March 31 was $1,171,234, comparid 
with $1,055,864 for the preceding 
year. 


Barber Asphalt Corp. 

Net income for the year endi:g 
March 31 was $635,518, compar qd 
with a net loss of $318,204 for tie 
preceding year. 


National Biscuit Company 


Net income for the year end 1g 
March 31 was $11,767,470, c 


}pared with $12,355,801 for the p)u- 


ceding year. 


Hercules Powder 
Net earnings of $1,742,573 e 


$1,366,844, compared with $563,011 | reported for the first quarter of 


for April, 1939. 


Glidden Company 


1940, compared with $1,087,322 
the first quarter of 1939. 


Net profit for the year ended | Scott Paper Company 


April 30 was $2,102,335, compared 


| with $559,173 for the previous year. 


The net profit for six months ended 
April 30 was $614,933, compared 
with $366,147 last year. 


McLellan Stores 

Estimated net profit for the year 
ended April 30 was $927,919, com- 
pared with $868,148 for the previous 
year. 


Berkey & Gay 

Net loss for the year ended Dec. 
31 was $234,132, compared with net 
loss of $337,326 for the previous 
year. 


Kleinert Rubber 

Net profit for the year ended Dec. 
31 was $289,364, compared with 
$211,548 for the previous year. 


Glenn L. Martin Company 

Net profit for the three months 
ended March 31 was $2,162,669, 
compared with $632,496 for the 
same period a year ago. Sales for 
the quarter ended March 31 were 


| $8,911,393, compared with $3,540,- 
511 for a year ago. 
George D. Roper Corp. 

Net profit for the six months 


ended April 30 was $147,953, com- 
pared with $86,850 for the cor- 
responding period a year earlier. 


Servel 


Net profit for the six months 
ended April 30 was $1,047,056, com- 


| pared with $1,114,710 for the same 


period a year earlier. 


/Nehi Corporation 


Net income of $124,844 


Was re- 


| ported for the quarter ended March 


31. 


Pet Milk 


Net loss of $87,612 was reported 
for the quarter ended March 31, 
compared with a _ net profit of 
$50,519 for the corresponding period 
in 1939. 


United Drug, Inc. 


Net profit for the quarter ended 
March 31 was $220,856, compared 
with $57,379 for the corresponding 
period a year ago. 


Hudson Motor 
Net loss for the 
March 31 was $854,245, compared 
with a net loss of $874,784 for the 
corresponding period a year ago. 


quarter ended 


Graham-Paige Motors 
Net loss for the 
March 31 was $320,842, compared 
with a net loss of $352,022 for the 
corresponding period a year ago. 


United Air Lines 

Net profit for the 12 months 
ended March 31 was $452,632, com- 
pared with a net $748,635 
for the previous year A net loss 
of $288,575 is reported for the quar- 
ter ended March 31, compared with 
a net loss of $419,085 for the 
responding 


Marshall Field & Co. 

Net profit for 12 months ending 
March 31 was $5,062,779, compared 
with $3,538,607 for the previous 
year. For the quarter ended March 
31 the net profit was $854.405, com- 


quarter ended 


loss of 


cor- 


period of last ve 


Net income for the quarter ended 
March 30 was $379,239, compared 
with $288,983 for the same period 
a year ago. 


International Silver 

Estimated net income for the 
quarter ended March 31 was $92,975, 
compared with $117,440 for the 
same period a year ago. 


Jones & Laughlin 
Net income for the quarter ended 
March 31 was $1,134,611, compared 


with a net loss of $37 
same period a year ago. 


Julius Kayser & Co. 

Net income for the quarter ended 
March 31 was $45,725, compared 
with $130,463 for the same pe 
a year ago. 


Maytag Company 

Net income for the quarter ended 
March 31 was $356,384, compared 
with $390,928 for the same period 
a year ago. 


McKesson & Robbins 

Net income for the quarter ended 
March 31 was $963,186, compared 
with $638,565 for the same period 
a year ago. 


Norwich Pharmacal Co. 

Net income for the quarter ended 
March 31 was $206,562, compared 
with $165,858 for the same _ period 
a year ago. 


Youngstown Sheet & Tube 

Net income for the quarter ended 
March 31 was $1,253,929, compared 
with $217,106 for the same period 
a year ago. 


Walgreen Co. 

Net income for the six mont 
ended March 31 was_ $1,590,077, 
compared with $1,341,712 for 
same period last year. 


Atlantic Refining 

Net income for three months end- 
ing March 31 was $3,122,916, con 
pared with $538,453 for the corre- 
sponding period in 1939. 


KAUFMANN & FABRY CG. 
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AT CONFERENCE 


Fortey, 
Warner & Swasey Company, Cleveland, 
addressing the second annual conference 
of Cincinnati industrial advertisers May 
21, while Charles A. Floyd, advertising 
manager, West Virginia Coal and Coke 
Company, and Clarence L. Davis, Cleve- 


Harry advertising manager, 


land vice-president of Batten, Barton, 
Durstine & Osborn, look on. 


Promotion Talent 
Takes a Fling af 
Tin Pan Alley 


New York, May 28.—War psy- 
choses have been known to mani- 
fest themselves in strange ways but 


few have been wackier than the 
mental blitzkrieg that came forth 
from the Glass Container Associa- 


tion last week, engineered by Scott 
Faron, advertising manager of the 


group 
Always zealous in offering evi- 
dence of the superiority of glass 


over other packaging materials, Mr. 
Faron emerged from a deep huddle 
with himself waving a sheaf of 
notes that turned out to be a lyric 
which was promptly set to music 
by Michael Field, Broadway tune- 


smith. The final product was 
labeled “I'll Bottle Your Love” and 
the Hit Parade candidate was 
rushed to White Sulphur Springs 
where association members were 
gathered for their annual conven- 
tion 

Last week the West Virginia 


mountains, accustomed to yodeling, 
reverberated to the lilting harmony 
of the Four Marshalls, night club 
entertainers, who billed and cooed 
a challenge to paper containers that 
went like this: 
Verse 

3ack in the dawn of civilization 
Strawberry jam was unknown, 
Cows never heard of pasteurization 
Containers were fashioned of stone. 


Now we have lots of modernization, 
Ev'rything’s put in glass jars, 
So I propose the bottle-ization 
Of romance, the moon and the stars. 


Refrain 
I will bottle your charm 
And treasure it for keeps, 
Store it on my mental pantry shelf, 


And, when I'm feeling blue, 

'll take a sip or two 

Of carbonated mem’ries of yourself 

cs cherish your kiss 

And, like a golden peach, 

Pre e its flavor in a Mason jar. 

I'll take a luscious bite 

To ease my appetite 

For mancing when you are afar 

Carbonation, preservation, and such 
ngs 

st te acceptance of engagement 
want to win the heart of any 

St Seal it in glass! 

Si 


bottle your love 


And label it “Grade A,” 
| Display it so that all the folks can 
see, 
And, if they ask the price, 
I'll say it’s much too nice 
To sell to any customers but me. 
The song wowed the first night 
audience and Tin Pan Alley is said 
to be bidding today for the privi- 
lege of promoting the tune through 
| conventional dealer and radio chan- 
nels. 
Advertising circles are speculat- 


| ing over the trend that may develop | 


if the Glass Container Association 
opus turns out to be a smash hit. 
Next week, for example, from an 
| ivory tower labeled “Getchell” may 
come: 
An Isle 
me— 


of Dreams just beckons 


| Cleveland, 


Land of romance beyond the sea. 
I'll try ALL THREE and soon arrive 
With a hey, nonny, nonny and a 
fluid drive! 

Or, from the J. M. Mathes Lieder 
Department: 
Let’s take a Gingerva-cation, 
Stamp out the blues in the na-tion. 
You're my “Information Please,” 


Telling the song of the soothing 
breeze. . . 
Who knows what the morrow 


» 


may bring? 


Stein Names Ohio 


The Ohio Advertising Agency, 
has been ‘named to 
handle the advertising of the Stein 
Uniform Company, Baltimore, mak- 
er of nurses’ uniforms and capes. 
Business papers will be employed. 


Avoids Cited Cheese Body 

In large space newspaper adver- 
tising, Badger-Brodhead Cheese 
Company has announced its inten- 
tion of attending no more meetings 
of the fair price committee for for- 
eign type cheese, organized by the 
Wisconsin department of agricul- 
ture and markets in 1938, because 
the Federal Trade Commission has 


|} issued a complaint against the com- 


mittee. 


Sears Appoints Camm 


Howard D. Camm, formerly ad- 
vertising manager of the West Allis 
Guide, West Allis, Wis., has been 
appointed assistant advertising 
manager for Sears, Roebuck & Co.., 
in the Milwaukee district. Joseph 
F. Manning is succeeding Mr. Camm 
at West Allis 


Names Norman Waters 


Cohn-Hall-Marx Company, New 
York, has appointed Norman D. 
Waters & Associates, New York, to 
direct a special campaign to the 
trade for its Igloo fabrics. Huffman 
Full Fashioned Mills, Inc., Morgan- 
ton, N. C., has increased national 
advertising of its Flatternit hosiery 
in fall plans through the Waters 
agency 


Kellogg Advances Carroll 

Kellogg Company, Battle Creek, 
Mich., has promoted W. E. Carroll 
from Philadelphia branch retail sales 
supervisor to district sales manager 
of the Cleveland branch, succeeding 
E. J. Champion, who has resigned to 
become sales manager for William 
Edwards Company, Cleveland 
wholesale grocer 


ACATIONISTS of all ages — from all over 


America — accept this New England invitation. 


They come — more than 3,000,000 strong — 


bringing $500,000,000 (probably much more THIS 


summer) which they spend for countless needs in 


numberless places. 


If they were your customers at home, KEEP THEM 


SOLD on vacation! Or, if your product or service 


is new, telling will mean selling . . . during summer 


spend-freely play days. 


The one way to reach these added millions — 


THE 


al 


PLUS New Englanders who prosper from this extra 


“YANKEE NETWORK, INC. 


legacy of tourist dollars — is thru the medium wel- 


comed by everyone, via the only combination of 


radio stations giving complete coverage of New 


England — the 18 stations of The Yankee Network. 


WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 


\Bridgeport 
Wicc ‘New Haven 


WNLC NewLondon 
WCSH Portland 
WLBZ Bangor 
WFEA Manchester 
WSAR Fall River 


WNBH New Bedford 


WHAI Greenfield 
WBRK Pittsfield 
SLowell 


WLLH ‘Lawrence 


WLNH Laconia 
WRDO Augusta 


SLewiston 
WCOU ‘Auburn 


WSYB Rutland 


BROOKLINE AVENUE 
BOSTON, MASSACHUSETTS 


EDWARD PETRY & CO., INC., Exclusive National Sales Representatives. 
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Huge Newspaper 
Drive for Norge 
Ready to Start 


Detroit, May 28.—Coincident with 
a sharp step-up in factory produc- 
tion, the Norge Division of Borg- 
Warner Corporation has planned a 
gram of record size. 

The program, according to James 
A Sterling, general merchandise 
manager, will involve a series of 
dominating advertisements in 164 
major cities throughout the United 
States, in addition to full color 
pages in metropolitan supplements 
and space in approximately 2,900 
country and small town news- 
papers. 

This, Mr. Sterling says, is by far 
the most intensive advertising effort 
that the company has ever under- 
taken. The drive will concentrate 
upon Norge’s most important home 
accessory product, the Norge Roll- 
ator electric refrigerator, and fol- 
lows “surprising increases” in both 
foreign and domestic demand which 
“justify a resumption of volume ad- 
vertising effort.” 


Consider Plans 
for Expansion of 
Food Stamp Plan 


Washington, D. C., May 29.—The 
food stamp plan of the Federal 
Surplus Commodities Corporation 
celebrated its first anniversary this 
month by considering plans for the 
extension of the program to be- 
tween 125 and 150 cities. Present 
plans call for operation of the plan 
in 100 cities by July 1. 

Extension of this program of dis- 
tributing surplus agricultural prod- 
ucts was assured recently when the 
House voted to adopt the Senate 
amendment adding $85,000,000 for 
the next fiscal year. This action 
brings the total up to $185,000,000 
which will be available in 1940-41. 

The exact number of cities which 
will use the plan in 1940-41 is still 
indefinite, the population of the 
individual cities being the chief 
factor in determining how broad 
the extension will be. 

Another project of FSCC is the 
cotton plan now in operation in 
Memphis. Actual operation of the 
cotton program began on May 7 
and will proceed on an _ experi- 
mental basis. Results of the cotton 
plan, which is similar to the food 
stamp plan, will largely determine 
whether or not this general idea 
will be used on other commodities. 
Mrs. Cantelmo Dies 

Mrs. Grace S. Cantelmo, wife of 
Edward C. Cantelmo, treasurer of 
Brewer-Cantelmo Company, Inc., 
New York, died May 22 after a 
brief illness. 


WPRO Now 5,000 Watts 
Station WPRO, Providence, R. L., 


has begun operation on 5,000 watts, 
night and day. 


Dealer Advertising 
SERVICE 


‘Ture 
Furntt vers 
av 


Help your dealers sell! We 
can furnish a large, full-color 
broadside featuring YOUR fur- 
niture lines, at cost of seven- 
tenths of a cent each, in quan- 
tities. Your dealers will buy at 
full price. 


WRITE FOR SAMPLES, 
FULL INFORMATION 


SHOPPING NEWS 


Aewscolore “Division CLEVELAND 


“Electrical Dealer” in 
($1,200 Prize Offer 


A $1,200 store modernization con- 
test has been launched by the Elec- 
trical Dealer, Chicago, in which 
|prizes will be awarded to the re- 
|tailers dealing in electrical equip- 
ment who prepare the best moder- 
|nization plans for their stores, 
| devoting attention to any phase of 


| interior remodeling, display or store | 


jarrangement. Utility companies are 
|barred from the contest. 


Burgoyne Opens Office 

John Burgoyne, Jr., formerly with 
Stockton-West-Burkhart, Inc., Cin- 
cinnati advertising agency, has 
opened an office in the Union Cen- 
| tral bldg., Cincinnati, as a market- 
ing counselor. 


| Lem-Pet, 


Adds John L. Nelson 


John L. Nelson, former  vice- 
president in charge of advertising 
for W. P. Nelson Company, has 
joined Public Relations, Inc., which 
has moved to larger quarters in the 
McGraw Hill bldg., 520 N. Michigan 
avenue, Chicago. 


Thymo-Borine Appoints 
Thymo-Borine Laboratories, Mil- 
waukee, has appointed Frankel- 
Rose Company, Chicago, to handle 
its advertising. The account of 
Inc., 
been placed with Frankel-Rose. 


Seagram Advances Lewis 

Seagram Distillers Corporation 
has appointed Walter E. Lewis dis- 
trict manager for Ohio. He formerly 
was acting manager. 


Chicago, also has | 


Grudin Invents 
Photo Machine 
for Lettering 


New York, May 31.—A_ photo- 
graphic lettering machine which is 
said to have infinite flexibflity for 
the setting of display type for re- 
production has been invented by 
Louis Grudin, vice-president and 
art director of the Hudson Adver- 
tising Company, New York. It is 
'called the Reprotype. 

The Reprotype consists of three 
units—a magazine of type fonts, a 
composing board and a special cam- 
era. A magazine consists of a 
“family” of related type styles, each 
in caps and lower case, roman and 


— 


italics, all in the 72-point size from 
which the camera enlarges or 
duces. 

Having set your line of type on 
a composing board a marker is ;q- 
justed for desired size and the |ine 


|of type is photographed. A gloss, 
,photostat print is made which {ts 
| the layout for which it is designed 
|Reprotype promotion will includ. 


complete presentation to lithog- 
raphers, photo-offset printers, | 
tostat services, art services, type 
designers, advertising agencies «nq 
producers of all forms of printed 
display. 


Elder’s Movies to Snow 

Don Elder’s Home Movies, Bo. ‘on. 
has appointed Cory Snow, Inc., !os- 
ton, to handle its advertising. 


dered by an American businessman. Each one 


occurs as the result of transactions consummated 


between management and management. 


But it’s a puzzle, all right, to get a sharp, co- 


EVERY important event in the most 
powerful market in the world is 


initiated. requisitioned, decided, or- 


department where your product may be used. 
Sometimes it’s another word for the boss-man— 
or for the purchasing agent. It can be The Vice- 
President-In-Charge-Of-The-Whole-W orks—or a 


group of 3 or 4 men of no particular title, sitting 


with their feet on a desk figuring out “the best 


way to do it.” 


herent picture of any audience—especially when 


it's the management men of business you're after. 
That word “management” may mean the Board 


of Directors—or just the man who heads up the 


A FITTING JOB «¢ 


grips with this word * 


As The Magazine of Man- 
agement ForTUNE has felt compelled to come to 


‘management” and find its 
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ADVERTISING AGE 


Ronrico Appoints 

Ronrico Corporation, San Juan, 
Porto Rico, has appointed Parsons, 
Jjorr and Hume, Miami Beach 
gency, to direct the company’s 
dvertising in the United States. 
David M. Davies is account execu- 
tive. Newspapers and magazines 
will be used, copy carrying the new 
slogan, “Remember Ronrico, Best 
Rum—Bar None.” McKesson and 
Robbins, Inc., and co-distributors | 
are the outlets for Ronrico rums in | 
the United States. 


Joins “American Home” 


B. A. MacKinnon has resigned as 
general sales manager of Vogue and | 
Hollywood Pattern Service for 
Conde Nast Publications, Inc., New 
York, to become director of circula- 
tion of American Home. 


| Metropolitan Life 
Sends New Report 
to Policyholders 


New York, May 29—Perhaps it is 
only a coincidence that Metropoli- 
tan Life Insurance Company 
just mailed an entirely new kind of 
report to its millions of policyhold- 
ers, and that this company, along 
with other insurance companies, 


| has recently received a considerable 
|}amount of unfavorable publicity at 


the hands of the Temporary Na- 
tional Economic Committee, but at 
any rate Metropolitan policyhold- 
ers are likely to be much better 
informed about the operations of 
their company hereafter. 


has | 


| The report headed “What Every 
| Metropolitan Policyholder Should 
| Know About His Company—A Re- 
|port on Business of 1939,” is a 
| pocket-size book of 24 pages, 
printed throughout in two colors, 
and giving a grass-roots explana- 
tion, accompanied by thumbnail 
sketches and charts, of the manner 
in which the company operates, its | 
dividend policy, earnings, invest- | 
|; ments, etc., etc. 

“As the owner of a Metropolitan 
policy,” the report begins, “you 
/properly have an interest in the! 
affairs of this company. It is a mu- 
tual company, and no one but the 
policyholders can share in any 
profits from its operations. 

“Naturally, as a member of this 
cooperating group of policy own- 


ers, you want to know 
your company is doing 
faithfully and well. You want to 
know whether it is taking good 
care of your life insurance—so you 
may be assured that its obligations 
to you and your beneficiary will be 
met promptly. 


whether 
its work 


Summary of Official Report 


“The purpose of this report is to 
supply you with such information. 
It naturally cannot be as exhaus- 


tive as the statement which we file | 


each year with the insurance de- 
partment of every § state. Last 
year’s statement, for example, filled 
400 pages we therefore have 
prepared this report to give you a 
summary of the information in the 
official report.” 


real meaning in terms of 


a clear. sharp picture of “management” as if 


Oo] 


TU RE emerge from the fog. 


“management”, quite vis 
of funetions—it is a collal 
titles. 

They show, among othe 


an officer-title is not just 


purchasing, finance, ete. 


own company. ) 


MEN-OF-MANAGEMENT tust watch intently 


as the wheels of busine 
acquire insight into Pub 


sit at the ringside of tl 


science and engineering. 


very heart of national « 


from president to purchasing agent you'll find 


them reading FORTUNE. 


To supply such “musts 


bilities. And now, through a series of very 


enlightening studies (reports on request® ), 


maker. He is usually the active head of some spe- 


important influence on the activities of another- 


and vice versa. (Check with the practice in your 


jobs and responsi- 


erates is beginning to 


These studies show that 
ibly, is a fitting together 


oration of men of many 


plishments, new industrial equipment? 


assignment—so, what kind of adver- 
tising could interest readers of For- 
TUNE 8S pages more than advertising 
about, for example, new products of chemistry, 
business services, products that add to the plea- 


sure of living, industry’s technological accom- 


Here, then. is the perfect fitting together of 


markets with messages. Ask, “Where does man- 


agement read advertising with most interest?” 


‘r things, that a man with 


a “front office” policy- 


cific department—sales, advertising, engineering. 


He may have intimate 


supervision over the activities of several other 
department heads. Equally important, the head of 


one department (regardless of title) will have an 


ss revolve. They must 
lic Opinion. They must 
ve modern advances in 
They must live at the 


ind world affairs. And 


* is ForTUNE’s editorial 


vertising to management. 


*/ rite to the Marketing Service Man- 
ager, Fortune, Time & Life Build- 
ing. Rocketeller Center, New York City. 


and the exact answer is ForrTuNE—the precise 


medium for the messages of “management ad- 


CAREFUL PICKING 


Makes you proud 
of your country 


| 
| 


J i" At Ley, 
* it ie it 
LOS FAIR-1941 


IN NEW YORK OPENS MAY 1° ADMISSION SO 
FOR PEACE AND FREEDOM 


| This is Elmer, whose county-fair visage is 
| spreading the good word of wholesome, 
| not-too-ritzy entertainment for this year's 
| 
| 


New York fair. The reason we're show- 
ing him is that Certain-teed Products 
Fuller & 
| Smith & Ross, picked him as the “typical 
| Certain-teed dealer" a month before the 
| 

| 


Corporation and its agency, 


_ fair discovered him. He's Leslie Ostran- 
der, of Ridgewood, Long Island, and 
Certain-teed wanted him to use in its 
advertising and sales promotion. Now 
the company and John M. Huggett, 
advertising manager, are convinced that 
they did an extraordinarily good job of 

picking. 


Paramount Will 
Spend $2,000,000 
on Advertising 


New York, May 28.—Paramount 
Pictures, Inc., has set up a $2,000,- 
000 advertising budget, largely for 
newspaper space, with which to 
promote from 46 to 50. feature 
length productions to be distributed 
during the 1940-41 season. 

The announced policy back of 
the picture distribution program is 
| to offer the picture-going public 
| the type of movies which will regale 
ithe audience with laughter, ro- 
|} mance and thrills on the theory that 
lthe grim war in Europe will need 
an antidote in American entertain- 
ment. 
| “We will leave the problem and 
propaganda pictures to the others 
and give the world the laughs and 
escapist excitement it needs,” the 
125 members of the sales force and 
studio staff were told by Neil 

| Agnew, vice-president in charge of 
sales, at a session in Los Angeles. 


Dairy Awarded Label 


The Consumers Co-operative 
Dairy, Madison, Wis., is the first 
concern to qualify for the new joint 
label to be used on farm products 
that are produced by Farmers 
Union members and processed and 


distributed by labor union mem- 
bers. The label was designed by 
Claude Lyons, Madison, of the 


Farmers Union, and David Sigman, 
Milwaukee, of the Wisconsin Fed- 
eration of Labor 


BUYING POWER! 


Baltimore Index -126 
National Index- 100 


According to 
SALES MANAGEMENT'S Survey 
of Buying Power--April 15, 1940 


MATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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ADVERTISING AGE 


‘6, t:. 


June 3, 1949 


Wants to Know If 


Conclusion Is Correct 

To the Editor: I read with great 
interest Mr. McCargar’s story about 
the Ford dog going after the Meteor 
dog food. In his explanation of 
Meteor dog food he **Meteor 
dog food is a new product produced 
by our client, Herbert A. Nieman 
& Co., Thiensville, Wis., world’s 
largest producer of silver foxes.” 

There seems to be only one in- 
ference that can be drawn from 
this statement. Is it correct? May- 
be Mr. McCargar will explain fur- 
ther before I buy Meteor for “Mac,” 
the spaniel. 

HENRY C. WHITTLESEY, 
Philadelphia, Pa. 
v v v 
Deplores Mayhem in 
a) ae 

Funny Papers 

To the Editor: Attached is a copy 
of an editorial which appeared in 
the Chicago Daily News of May 8. 

As the originator of the comic 
magazine in its present format, this 
organization printed the first copy 
of Famous Funnies in 1934 and it 
was not until more than 18 months 
later that other publications of this 
type began to appear on the news- 
stands During the past two or 
three years there have been scores 
of so-called “original” comic maga- 
zines. These original comic maga- 
zines are those which the Chicago 
Daily News takes issue with. 

The so-called reprint magazines, 
of which Famous Funnies was the 
forerunner, are using comics which 
have been appearing in newspapers 
throughout the country for many 
years and which are edited for the 
approval of the best journalists of 
the country. 

Famous Funnies has never re- 
sorted to “mayhem, murder, torture, 
abduction” and has taken most 
careful pains at all times to edit its 
pages so that nothing offensive 
would appear therein. Our original 
purpose was to provide clean whole- 
some entertainment and instruction 
for youngsters through the comic 
format. However, we are. as 
alarmed as the editorial writer of 
the Chicago Daily News and would 
be willing to cooperate in any and 
every way to see that the comic 
magazine field might be cleaned in 


says, 


accordance with the expressed sug- | 


gestion of the Chicago Daily News. 
So that you may compare our 
publication with the type which has 
aroused the News, we are enclosing 
a recent copy. 
HAROLD A. Moore, 
Editor and Manager, Famous 
Funnies, Inc., New York. 
v v v 


Son Serves as 
Model for Dad 


To the Editor: The enclosed is 
a copy of an advertisement re- 
cently run in leading textile trade 
publications. It was also used in a 
direct mail piece. 

I have been reading a great deal 


PUTS SON TO WORK 
SAVE AS YUL SEW 


THERES A MTLLOON & CORBY Matis 
POR VIRTE ALLY EVERY SEH ENG FU Brot 


eroded « Reet 


WIL LOOX & CORRS SPW ING MACTOUNE CO. 


The four-year-old son of G. B. Tobey, 

Willcox & Gibbs advertising manager, 

serves as model for his father's adver- 
tising. 


| 


| spending 


This department is a reader's forum. 


Voice of the Advertiser 


Letters are welcome. 


TOY PHOTOGRAPH HELPS SALES WORK 


i 


a 


¥ 


Dainke 
MILKOLA 


Milkola Company, Milwaukee, has discovered that this toy set-up is extremely 
useful in explaining the business and promotion plans of the company to pros- 
pective customers. 


lately in ADVERTISING AGE about 
advertising managers’ grandsons 
modeling for ads so I thought that 
you would like to know that the 
little fellow shown here is my own 
four-year-old son. 

Incidentally, it is his first attempt 
at modeling. I think he did a first 
class job, don’t you? 

G. B. Tosey, 

Advertising Manager, Willcox 

& Gibbs Sewing Machine Com- 

pany, New York. 


v v v 
New Opportunities 
for Advertising 

To the Editor: There is a selling 
ahead for all advertising—in 
almost a made-to-order opportunity. 
Foreign markets are not available, 
so we've got more products to con- 
sume, but with plenty of our own 
people who still can use them. For- 
eign travel is shelved for a while 
so that means more Americans 
spending in America. People can 
and will really see America now. 

The government's defense pro- 
gram is going to put the nation in 
motion and labor to work on full 
time and overtime. It will reach 
into every industry. This is Ameri- 
can spending among Americans 

In these exciting days advertising 
can be made our “first-column” of 
nationalism. It is just the stimulant 
to awaken people to the American 
way of living. Let them see things 
being done. Show them new prod- 
ucts. Just as a few pay 
days go by and the people find they 
are still on the payroll, you'll have 
them ready to buy. These will be 
times, not squandering, 
but sane buying. 

Advertising has its real job this 
time and what better chance than 
now to put to the test the American 
way of living with and upon our- 
It’s up to advertising to 
show the way. 


job 


as soon 


selves. 


E. H. LANDAUER, 
Harrison-Landauer Advertising 
Illustrators, Baltimore, Md. 

v v v 


“Toy” Picture Proves 
Useful Sales Tool 


To the Editor: This picture “with 
toys” was made not only to give 
us a model for outdoors, but to give 
us a rough “pattern” to follow in 
developing future window display 
and newspaper advertising. This 
simple little picture also has been 
very helpful to us in quickly ex- 
plaining to interested parties—what 
our product is—and in what field 
we operate 

The composition 
very readily tells our story. The 
miniature billboard tells what our 
product is and indicates that it will 


of the picture 


be advertised in a big way. The 
bottle, of course, shows the package 
but also gives a clear idea what 
type of a drink we offer. The toy 
truck indicates the method of dis- 
tribution. Milkola is to be bottled 


by local dairies and delivered daily 
direct to homes and stores 


We tell our prospective custom- 


ers, “The three points in this photo | 


will be in all our advertising be- 
cause they tie up our complete story 
into one little package for easy 
public consumption.” 
M. J. Kiupr, 
Sales Promotion, The Milkola 
Company, Milwaukee. 


v v v 


There Will Be a 
Dinner in Vancouver 


To the Editor: Would you like 
some inside dope on one of the | 
events at the Vancouver’ Pacific 


Advertising Clubs Association con- 
vention which—last time—was re- 
membered longer than any Conven- 
tion event ever staged” 

THE BARONIAL DINNER 

You have been at plenty of 
FORMAL functions, but this Brit- 
ish version of a formal dinner 
makes the ordinary formal seem 
like a hobo fiesta under a railroad 
trestle. 

Last convention the major domo 
had to regretfully inform a_ few 
unfortunates who presented them- 
selves in street attire that their at- 
tendance would be impossible out 
of courtesy to those who had 
“dressed.” 

The table was beautiful to 

behold. An enquiring reporter 

estimated that the sterling and 
stemware used per guest repre- 
sented an investment well over 
eighty pounds ({£) or for the two 
hundred guests the equivalent of 
the cost of administering Kenya 

Colony for a fortnight. 

And don’t think that the Chair- 
man calls on the Honoured and 


| Distinguished guest who pro- 
|poses the toasts; perish the 
thought. A seven-foot ex Im- 


perial Commissionaire turns up 
behind the culprit, reaches to the 
linen table and taps three times 
with his gavel and, giving all his 
titles, calls for attention for Mr. 
Burns of Van Buren, Crosby of 


Utah or as the case may be. As 
Francisco said last time, “the 
bird had a chest a yard wide, 
with three rows of service rib- 
bons and the last row began 
with South Africa.’ 

Then when the roast of beef 

is piped in by a kilted High- 

lander and wheeled to you so 


that you may personally indicate 
to the behatted chef which mor- 
sel you that’s something 
reward for his 
Scotsman ap- 
Toast Master, 


not a glass 


crave, 

then, as a 
piping, the great 
pears before the 
and—not a jigger 
but a GOBLET of Scotland's 
best is poured for him: with a 
nod he tosses the works 
with a and 


courtly 

down 

YOU gasp 

And so it it's an experience 
that would never idk 
of London—and then in the 
top brackets of social business 


life 


pleased smile 
goes 


you have outs 
only 


and 


for YOUR 
London 
told 


But as a 
next 


<ts a 


preparation 
trip to 
Friends 


Dusiness 


WOW 


have 


me that, after their Vancouver 
experience of a Baronial Dinner 
the nonchalance with which 
they accepted the London offer- 
ing was a joy to the folks back 
home. 

Don’t bring a monocle, nor go to 
any other extra expense BUT don't 
under any circumstances forget 
your dinner jacket. The whole 
event is an institution, and a beau- | 
tiful picture of which you will feel 
a distinguished part. The food, the 


| service, the music, the toasts, the 
wines and liquors—and above all 
the ATMOSPHERE is something 


you'll never forget. 

About the Convention proceed- | 
ings, the PACA will tell you plenty. 
The Host Club has planned such 
events as a moonlight Fjord Cruise, 
the dance atop Grouse Mountain 

(4000 feet overlooking the City) a 

|day at the Sport of Kings, golf on 
the British Properties (2500 feet as 
| the eagle flies) and many other 
| noteworthy memories — but — this 
| particular epistle features the Ba- 
/ronial Dinner which is “Diplomatic 
Corps” at its “Lloyds of London” 
best. 

All or any of this literary effort 
may be quoted to any ad-clubber in 
good standing; with the tag line 
Vancouver Convention July 7 to 10. 

Roy A. HUNTER, 

Past President, Pacific Adver- 

tising Club Association, Van- 

couver, B. C. 

| Editor’s Note: The above epistle 
came on a sheet of paper 10 inches 
| wide by 25 inches long, and touched 
off with the seal and red ribbons 
of the Vancouver Board of Trade. ] 


A Couple of F ellows 
Stay with Their Jobs 


To the Editor: Can some pair 
beat or even tie this record? It 
was 33 years ago the first of Janu- 
ary that Clyde S. Blair and Charles 
F. Minor joined Popular Mechanics 
as vavertising representatives. They 


have been, since then, as closely 
associated as Trade and Mark of 
Smith Brothers’ fame. Now and 


| then some individual achieves pub- 
| licity by sticking on one job for 
twenty-five or thirty years, but 
where’s the team that equals the | 


CONTRADICTORY 


STOP DRINKING 


QUICKLY e@ EASILY @ SAFELY 


Way 
227 NO, NEGLEY @ HILAND 7756 


Strange makeup in a Pittsburgh ne 
paper. 


record of Blair and Minor? 
H. C. BRINEyY, 
Advertising Department, Popu 


lar Mechanics Magazine, Chi 
cago. 
v v v 
Juxaposition 
To the Editor: Here's a lit 
study in juxtaposition, as it 


peared in an edition of the Pitts 


burgh Sun-Telegraph recently. 
Actually, of course, our 
Samaritan does no 
against beverages per se; 
medical assistance to those 
overindulgence or allergy 


off 
who 
has 


duced a pathological condition. 


A. T. GRIMM, 
Chas. E. Yost Agency, Pitts- 


burgh, Pa. 


clie! 
crusading 


} 


CongrstSechion: 


To date Mothers have asked for 
750,000 booklets and samples 
through CONGRATULATIONS. 


National Sales Representative of the Outdoor Industry 
60 East 42nd Street, New York City 


Atlanta 


+ Baltimore « Boston - Chicago - Cleveland - Detroit - Houston - Los Angeles - Philadelphia - St Lewis - San Franc 


-UTDOOR \\DVERTISING NCORPORATED 
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SHINING SUCCESS 


WHAT A BABY! 


GAY 


New chemically- 
treated dust cloth. A 
"Duster for Luster,” 
GAY won't scratch, 
Ideal for Spring 
cleaning. Polishes 
furniture, autos, all 
woodwork in a flash. 
Sells for 10c,. A 
grand profit-maker. 


rs o wu KEEP ABREAST 


Introduced just four 
weeks ago, GAY is 
already a shining 


success! Already 
listed by leading 
chains . . . and re- 


ordered by those 
who displaved GAY. 
Keep abreast of the 
times — get GAY 


' 


Dust Cloth now! 


GLAD RAG 
ROSIE 


says to be sure to 
have plenty of Glad 
Rags on hand, Best 
bet to polish silver- 
ware, etc. Keep Glad 
Rag on your 
counters and watch 
itgo! Order now! 


GLAD RAG PRODUCTS CORP. 
NEW YORK, WN. Y. 


208 W. 29th ST. 


First announcement of new chemically- 
treated dust cloth. 


Package Insert 
Put to Double 
Use by Glad Rag 


New York, May 28.—Package in- 
serts, customarily employed to tell 
the consumer how to use a product, 
are serving additional uses for Glad 
Rag Products Company, which has 
not only found them an effective 
medium for announcing a contest 
but has also derived from them 
the basic theme for an advertising 
Campaign. 

Glad Rag is a chemical cloth that 
shines silverware and other metals 


PRINTING 


lee WABASH— 


7820 


AY IMPOSING group of successful 
advertising executives find this 
‘lucky number. It enables you to use 
4 Service consisting of ad-setting, en- 
9'aving, printing and creative ability 
all under one roof... Specially 
‘rained men are always on their toes 
to serve you so well that you will come 


back again. We can lighten your bur- 


dens — and at the same time produce 
Setter and more profitable printing 
for you ata saving of time, trouble 


and money. Phone Wabash 7820. 


FAITHORN 


PORATION 


4 
- SETTING - ENGRAVING - PRINTING 
ee SHERMAN STREET, CHICAGO - WABASH 7820 


without the use of paste or liquid 
polish. It is packaged in a cello- 
phane bag. By putting information 
about the product on one side of 
the package insert and announcing 
a jingle contest on the other, Reiss 
Advertising, agency in charge of the 
account, has obtained the maximum 
efficiency from a piece of cardboard 
that was primarily used as a pack- 
age stiffener. The insert also pro- 
vides space for writing the jingle. 
Unusual Use Found 

While some inserts carried the 
announcement of the jingle contest, 
others for the same product have 
offered a prize to consumers who 
would suggest new uses for Glad 
Rag. Several letters have sug- 
gested that the cloth be used as a 
lens cleaner for cameras and this 


idea will become the basis of a sep- 
arate campaign to professional and 
amateur photographers. 

An interesting variation from the 
conventional run of letters was re- 
ceived from a Sister in a convent 
who said that, since the Glad Rag 
requires no paste or polish that 
might remain in crevices, she had 
found it excellent for polishing the 
crucifixes. 

The $5 prize for new uses has 
been offered for about three years 
and approximately 12 returns are 
received weekly. The jingle contest, 
with a $2 prize for each accepted 
jingle dealing with Glad Rag, was 
developed originally for general ad- 
vertising and was first announced 
in Prevue in February Package 
inserts have considerably increased 


the Number of replies, 
the agency. A total of about 2,400 
jinge®s have been received and 
abot five prizes have been awarded 
montly. 

The agency is ,now designing an 
insert wifith “Will incorporate the 
announcements of the contests for 
both the new use and the jingle 

One contestant displayed un- 
usual imagination and delved into 
history for the theme of a_ prize- 
winning jingle: 

“King Henry beheaded his second 
wife 

Because her silver was such a sight: 

Keep your head the easy way 

Get a Glad Rag right away!” 

Another insert has been used in 
the Glad Rag package to announce 
Gay, chemically-treated dust cloth, 


according to 


a new product which has not yet 
been advertised to the consumer. 
First advertising for Gay appeared 
in March in Syndicate Store Mer- 
chandiser. 


Sales Tax on Doctors 


Professional men such as physi- 
cians, dentists, osteopaths and 
veterinarians in Michigan will be 
required to pay the three per cent 
sales tax on materials purchased 
outside the state, payments being 
made either direct to state agents or 
to out-state supply houses, the state 
tax commission has ruled. 


Ad Club Dance July 9 


The Greater Buffalo Advertising 
Club will hold its annual “Big Top” 
dinner dance July 9 at the Buffalo 
Trap & Field Club. 


When Les Jarvies, MC (and we don’t 
mean Member of Congress) rings the 
old dinner bell promptly at noon, people 
LISTEN! And, the people who listen to 
DINNER BELL TIME on KFBI are the 
Kansas and Oklahoma people who can 
and will buy your product...if you tell 
them about it. 


DINNER BELL TIME is a fast moving, 
live talent variety show with a staff of 
over twenty entertainers. There's MUSIC 
from the Pioneers(male quartet), the 
Plainsmen (staff orchestra), Frank Chiddix —— 
at the console of the Hammond Organ 
and the Novachord, and a veritable parade 
of specialty acts. There are GAGS ga- 
lore, WEATHER REPORTS, and COR- 
RECT TIME EVERY FIVE MINUTES. 


lings and Satu 


DINNER BELL 


Ra, >K Maybe it’s the old-fashioned Dinner 
Bell that calls them... but it’s DINNER 
BELL TIME on KFBI that sells them! 


aie 


- 


small cost... 


In short, IF YOU 


eee 


TIME 


every day except Sunday with 200 ws” 


lalwns, NEIGHBOR, 


} | 


participating sales talks available (one 
each day) for $175.00 per month. 


If you want to increase the sales of your 
product in Kansas and Oklahoma, if you 
are looking for new dealers for your 


product or if you want to sell by mail for 


WANT TO SELL 


KANSAS AND OKLAHOMA ... 


DINNER BELL TIME is a full hour of 


real entertainment from twelve to one 


%* The slogan made famous by 
Les Jarvies in the middlewest 
for the part 10 years. 


HERE’S YOUR PROGRAM! It's DIN- 
NER BELL TIME on KFBI, WICHITA! 
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Central Library 
of Research 


and immature as marketing,” said | 
Mr. White, “great strides have een | 
taken in research and analysis jn 
recent years. Taking many 4 cue 
from the natural sciences, res@arch 
in all the social sciences has been 


'stepped up, incluspg_acyities in 


Urged by White 


Time Has Come for 
Coordination, U. S. 
Official Asserts 


Philadelphia, May 29. — Estab-| 
lishment of a central marketing re- | 
search library in some central city, 
presumably New York, is recom- 
mended by Wilfred L. White, Bu- 


reau of Foreign and Domestic 
Commerce, in one of a score of 
articles on marketing comprising 


the May, 1940, issue of The Annals 


of the American Academy of Po-| exist in which little or no research 


litical and Social Science, edited 
by Howard T. Hovde, assistant pro- 
fessor of marketing, University of 
Pennsylvania. Many college pro- 
fessors and government consultants 
contributed to the issue, which runs 
the gamut of marketing problems. 


Not only would such a central 
organization serve as a_ badly 
needed clearing house, Mr. White 


contended, but it would be able to 
analyze a mass of data which has 
not yet been digested, though long 
available. Possibly its greatest 
achievement, however, would be in 
the prevention of duplication in re- 
search, and, as a corollary, deter- 
mination of fields in which research 
has been neglected. It could also 
assist in improvement of methods. 

Mr. White’s plan contemplates an 
endowment adequate for maximum 
use and value, and with scholar- 
ships sufficient to attract for a win- 
ter or two each, mature and well 
trained scholars who would make 
use of the facilities of the library 
to produce monographs on. tech- 
niques and substance of marketing. 


Long Range Project 


The cost of such a marketing re- 
search library, Mr. White admitted, 
would be high. It would take sev- 
eral years to accumulate an ade- 
quate store of material, in view of 
the tremendous amount of research 
being carried on by public and pri- 
vate organizations. The _ project, 
furthermore, could never be self- 
supporting and would have to be 
financed at the outset by one or 
more foundations, probably supple- 
mented by contributions from in- 
dustry and in the long run assisted 
by sale of publications and services. 
Such a library, however, would ex- 
ercise a profound effect on market- 
ing, he believes 

Mr. White listed scores of com- 
panies now engaged in independent 
and uncoordinated research and 
said that it is inevitable that thei: 
work overlap. Even more impor- 
tant, however, is the fact that many 
of the completed studies never gain 
general circulation. 

“For a field of endeavor as young 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


against it. 


marketing. And yet in this field, 


| still dominated by private business 


in competition with itself, too much 
secrecy still surrounds much re- 
search work being done. 


Would Pool Information 


“There is something to be said 
for secrecy, but more to be said 
New marketing facts are 
no more secrets today than are new 
processes, new techniques, or new 
products. If a false sense in se- 
crecy were exchanged for a wider 
knowledge and use of the newer 
techniques and facts, all business 
would benefit, to the advantage of 
consumers.” 

Mr. White said that many fields 


has been done. Strangely enough, 
one is in the presentation of facts 


uncovered by surveys. No report 
which contains only text and tables 
can win and hold the interest of 
those for whom it is intended, yet 
a majority of marketing reports 
contain nothing else. Charts should 
be used, in color if possible. Pic- 
torial presentation should be made 
unless the reader is himself a 
highly trained research man. 

“A report should begin 
summary of recommendations or 
conclusions, succinctly stated, tied 
into the supporting  pictorialized 
and charted text,” said Mr. White. 
“Often all the tables and technical 
explanation of procedure can be 
relegated to the appendix or omitted 
entirely. If the presentation is to 
be made orally, a series of large 
colored pictographs, bar charts and 
graphs should be prepared and un- 
covered as the oral statement pro- 
ceeds. 

“Finally, the follow-up is too 
often ignored. No report is worth 
producing if after presentation it is 
filed away for use at some indefinite 
time; and such is the fate of many 


with a| 


a marketing research report. Some- 
times relationships do not permit or 
encourage follow-up. In all other 
cases, however, additional time, ef- 
fort and money can be well spent 
on seeing that the recommenda- 
tions are put into effect or proved 
to be unsound. 


Much Research Unused 


“Individuals resist change, and 
yet research of any kind will be 
abandoned sooner or later if it is 
not used and found of value. The 
biggest single problem of most com- 
mercial research organizations is 
that of having their recommenda- 
tions approved but not applied. In 
fact, this one point may account for 
the growth of management firms 
as against marketing research agen- 
cies, since the former are more 


|often hired on a basis of putting 


their recommendations, when 
proved, into operation.” 

Many new subjects remain to be 
dissected by the research organiza- 
tion, Mr. White said. Consumer 
credit, now involved in 50 per cent 


ap- 


of all retail sales, is one of the m: 
urgent. Pricing has also been sad}, 


neglected by researchers. 
prices are distribution 


Akin 


costs. M 


White suggested that costs can 


studied from three 


angles: 


Tot 


costs, costs of distributing one o: 


related group of products, 


and « 


of operating one or a group of sj 


ilar 
of our trade legislation 
years, he said, assumed 


business establishments. 


Mu 
of rece 
a bri 


knowledge of costs which does 


exist. 


H. A. Watson Appointed 


Herbert A. Watson, formerly \ 


the Pennsylvania Power 


& L 


Company, has been appointed di 
tor of sales research of the dom: 


gas range 


division of the Assi 


tion of Gas Appliance and Eq 
ment Manufacturers, New Yor! 


“McKittrick Directory” Out 


The 1940 classified edition of 
McKittrick Directory of Adverti 


with 12,000 advertisers 
being distributed. 


listed 


ie 


guided... 


going somewhere and you'll see how true that is. As 
sure as rain, you'll find a group of planners hard at 


work ... for every active business, you'll find an active 


management. 


trend. You'll find a clan that keeps its eyes wide open. 


watch kept by management on Business Week! 


For here they find their news of business analyzed 
and sifted. Here they have a magazine that’s aimed 


in their direction only. And here. . 


business ideas. . 


That, on the testimony of the sellers of those goods; 
the manufacturers and advertising agencies who place 


more pages of advertising in Business Week than in 


managed. 


... the news of business. 


['* THE SAME in a bright shiny new business as 
in an old established one: 


Success doesn't ‘‘just happen’. It’s planned... 


Take a look at the top of those businesses that are 


You'll find a group alert to each new business 


You'll find an audience with one consuming interest 


And right there you'll have the reason for the close 


. they also shop for business goods! 


all other general business magazines together! 


. as they shop for 


oan 
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‘Foreign’ Copy 
Tells Universal 
Story for Gilbey 


New York, May 28.—Uncovering 
new device for playing up the 
ternational popularity of Gilbey’s 

National Distillers Products 
Corporation has just launched a 
campaign featuring headlines writ- 
ten in a variety of foreign languages 
with English translations beneath. 

Gilbey’s gin was first introduced 
in this country in 1935, and the 
mojor copy appeal ever since has 


been its popularity all over the 
world. In order to dramatize this 
point, each of the new insertions 


eatures the language of a country 
in which the product has found 


The campaign embraces’ more 
than 200 newspapers throughout the 
country. The magazine drive will 
also be continued in seven publica- 
tions, With copy also stressing Gil- 
bey’s international appeal. The 


INTERNATIONAL 


No! 
NO! 


competir con el gusto 


No! No! Nada puede 


NO! NO! NOTHING CAN 


at — nah dar 
bebida hecha con 


MIXED with 


la ginebra GILBEY! 


Gustrs Gini 


A variety of languages, with English 
translations, is used in a newspaper cam- 
paign for Gilbey's gin, stressing the 
international acceptance of the product. 


magazine list comprises Collier's, 
Country Life, Harper’s Bazaar, Life, 
Newsweek, The New Yorker and 
Town & Country. 
Magazine insertions, 


ranging in 


space from color pages to quarter 
pages in black-and-white, will carry 
the international motif even further 
than the newspaper copy. Flags, 
foreign waiters dressed in native 
costumes, hotel luggage labels and 
other world-wide symbols will be 
employed in illustrations 
Topping & Lloyd is the agency 


Introduces Modex 


To introduce Modex, a paint pow- 
der, the Reardon Paint Company, 
St. Louis, distributed sample pack- 
ages, a teacup and instructions to 
2,500 distributors by Western Union 
The distributor was invited to mix 
the powder with water in the tea- 
cup and test its self-sizing qualities 
on a blotter. Space in construction 
and paint publications supported 
the campaign. Anfenger Advertis- 
ing Agency, St. Louis, has the ac- 
count. 


Joins Compton Agency 
George MacGregor has resigned 
from Ruthrauff & Ryan, New York, 
to join Compton Advertising, New 
York, in an executive capacity. 


Worcester Ad Club 
Awards Prizes 


The Advertising Club of Wor- 
cester, Mass., adjudged the news- 
paper advertising copy of Barnard, 
Sumner & Putnam Company, the 
best of 1939 in Worcester at an 
exhibit which featured a_ recent 
luncheon meeting. The Worcester 
Baking Company received a certifi- 
cate of award for the best adver- 
tising campaign; Howard Brothers 
took the honors’ for industrial 
magazine advertising and Norton 
Company was adjudged best in 
direct mail advertising. 

The $25 award given 


Worcester Telegram and 


by the 
Evening 


MULTIPLIED BLEND 


BLENDED 33 HMES T0 


_ MAKE ONE GREAT BEER 


Gazette to the advertising manager | 


of the organization adjudged best 
in newspaper advertising copy went 
to Walter F. Hook, of Barnard, 
Sumner & Putnam’s 


Cites Anheuser-Busch 

The Federal Trade 
has ordered Anheuser-Busch, Inc., 
St. Louis, to discontinue alleged 
price discriminations in the sale of 
bakers’ yeast, charging violations of 
the Robinson-Patman Act 


Commission | 


| 
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aber 
> Blue Ribbon 
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New theme features current Pabst adver- 
tising in newspapers, magazines and out- 
door. Lord & Thomas is the agency. 


Checks Utilized 
as Selling Tool 
for Finger Lakes 


Rochester, N. Y¥., May 27.—The 
aid of 100 banks has been secured 
to promote the Finger Lakes region 
of New York state through adver- 
tising it on their checks. 

These checks—approximately 1,- 
000,000 of them—will carry the in- 
vitation of the lake country to the 
rest of the world to come and visit 
them during the tourist season. 

Under the check plan business 
houses of the region will use enough 
checks in one year to cover space 
billboard 20 feet high and 
more than one mile long. 

The checks are lithographed in a 
variety of colors. The background 
shows Finger Lakes em- 
blematic of the waterfalls, 
golf and sailing which are their as- 
sets, while at the bottom is the 
clarion call: “Visit the beautiful 
Finger Lakes.” 

This form of promotion—one of 
many for the region—was decided 
upon in acting on the theory that 
a man is in a mood to arrange to 
spend money when he gets a check 


scenes, 


lakes, 


Harry R. Melone of Auburn is 
the advertising agent in charge of 
promotion and advertising for the 
Finger Lakes region. 

Gorham in Ad Offer 

Gorham Mfg. Company, Provi- 


dence, R. I. has announced a plan 
whereby retailers will be allowed 
7's per cent of net plated flatware 
purchases for retailers’ advertising 
appearing before Jan. 31, 1940. 
Copy must feature Gorham plated 
flatware exclusively and may ap- 
pear in any standard local news- 
paper or over any recognized radio 
broadcasting station. 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
prices and service to 
be to their aavantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 
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Ad Managers in Consumer and — 
Industrial Fields Compared 


Variations in Salary and 
Other Factors Shown in 
Study 


[Editor's Note: This is the second 
of a series of articles detailing an 
investigation of the personal lives 
of advertising managers conducted 
by the Advertising Managers Club 
of Chicago. The study consisted of 
a mail questionnaire sent to 5,000 
advertising managers listed in 
alphabetical order in the Standard 
Advertising Register, and was con- 


ducted during the fall of 1939. 
Slightly over 500 returns were re- 
ceived, and about 150 were elimi- 


nated from the tabulation 
they did not include salary figures 
or other vital information. The re- 
sults given here are based on 342 
completed answers, all of which in- 
cluded definite salary information. 
The first article in the series, an- 
alyzing all of the returns and giv- 
ing an over-all picture of “Mr. 
Median Advertising Manager,” ap- 
peared in the May 13 issue of 
ADVERTISING AGE. The present article 
deals with the differences between 
advertising managers serving indus- 
trial concerns, and those in con- 
sumer lines. All material presented 
here is copyrighted by the Advertis- 
ing Managers Club of Chicago and 
Advertising Publications, Inc., and 
may not be reproduced without spe- 
cial permission from the copyright 
holders. | 


y S. R. BERNSTEIN 


Chicago, May 29.—Having pre- 
sented an over-all picture of the 342 
advertising managers who supplied 
complete answers to the question- 
naire of the Advertising Managers 
Club of Chicago in the first article 
of this series, we are able to turn 
our attention in this instalment to 
an analysis of the similarities and 
the differences between the adver- 
tising managers who work for in- 
dustrial companies, and those whose 
companies make or sell consumer 
goods primarily. 

The industrial group includes 74 


Congest Dochions 


The New York Metropolitan Edi- 
tion of CONGRATULATIONS guar- 


antees 50,000 annual circulation. 


because | 


companies, making and selling tools, 
machinery, industrial supplies and 
equipment, metals and others gen- 
erally considered capital 
industrial companies. 
sumer goods group includes 
companies making a wide variety 
of consumer goods, including foods 
and beverages, toilet articles and 
drugs, furniture, tobacco, etc., etc. 

In many respects the advertising 
managers in these two broad 
groups of business endeavor bear 
striking resemblances to each other 

in others, rather widespread dif- 
ferences are noted. 


The con- 


Consumer Group Younger 


The median age of both 
the 37-38 year bracket, the same 
median as for the group as a whole. 
Both the youngest advertising man- 


ager (23) and the oldest (66) op- 
erate in the consumer goods field. 


Only 6.8 per cent of the industrial 
advertising managers are below 30, 
while 11.9 per cent of the consumer 
admen have not yet reached that 
ripe old age. Of the industrial 
group, 45.9 per cent are between 30 
and 39, as against 39.4 per cent in 
the consumer group; between 40 
and 49 the industrial group num- 


bers 31.1 per cent of its total num- 
ber, while the consumer group has 


39.7 per cent in this age group. In 


the 50 and over group are 16.2 per 
cent of the industrial advertising 
managers, and only 9 per cent of 
the consumer group. 

But when we turn to an analysis 
of the length of time these two 
groups of advertising managers 
have spent on their present jobs 
and with their present companies, 
we find some rather striking differ- 
ences For both groups, the me- 
dian length of service in the posi- 
tion now held is five years, and the 
median length of service with the 
same company is ten years. Here's 
how the industrial and the con- 
sumer groups differ from these 


over-all medians: 
LENGTH OF SERVICE WITH 
PRESENT COMPANY 
Industrial Advertising Managers 


oo errr ere .10-11 years 
|Four years or less. . 14.9°% 
| Five-nine years .... 20.3% 
Ten years or more.. 64.8% 


Consumer Advertising Managers 


Median 
Four years or 


.8 years 
29.5% 


PROOF OF READERSHIP 


which proves 


IT PAYS TO ADVERTISE 


Started 
1933 


ot ee 


tart 


50.9%, 
92.8°/, 


THOMAS PUBLISHING COMPANY 


LAN 


INDUSTRIAL EQUIPMENT NEWS 


INDUSTRIAL “bea NEWS 


Br agi New 


~— — ’ 
== 


84.2°/, Read IEN Regularly 
14.99, Read IEN Occasionally 
0.9°/, Read IEN Rarely 

Route Issues to Others 


Use IEN for Finding, Specifying and Buying Current 
Operating Needs. 


(Member 
CCA) 


look for 


461 EIGHTH AVE., NEW YORK, N. Y. 


goods or | 


268 | 


Ten years o1 47.0% 
| NUMBER OF YEARS IN PRESENT 
POST 
Industrial Advertising Managers 
ag eS Sah wey eke a 7 years 
Four years or less.. 35.1% 
Five-nine years ..... 28.4% 
Ten years or more.......... 36.5% 


lies in| 


| 


comparatively 


| per 
lagers 
lan annual 
| $250,000, 


Consumer Advertising Managers 


Pere ree eee .5 years 
FOUr YOars OF BSB... 6k cscs 44.4% 
ie a 26.5% 
Ten years or more.......... 29.1% 


From these figures it can readily 
be seen that the industrial advertis- 
ing manager, on the average, stays 
with his company longer, and, once 
appointed advertising manager, is 
likely to hold that post in an unin- 
terrupted tenure of office with one 
company longer than is his brother 
in the consumer field. The reasons 
are undoubtedly numerous — per- 
haps the most important being the 
fewer opportunities 
available to the industrial advertis- 
ing manager to bring his work to 
the favorable attention of com- 
panies outside his own who may be 
inclined to bid for his services. 


Size of Companies 


How do our industrial and con- 
sumer advertising managers com- 
pare from the standpoint of the size 
of their companies, as measured by 
annual volume of business and by 
size of the advertising appropria- 
tion”? On the first point, there 
seems little to choose between the 
two groups, although the percent- 
ages in the various brackets vary 
considerably, and the industrial 
group seems to have the edge in 
size. 

On the industrial side, only 1.5 
cent of the advertising man- 
work for companies who do 
business of less than 
while 3.4 per cent of the 
consumer goods advertising manag- 
ers are connected with companies 
in this bracket. Three per cent of 
the industrial companies do a vol- 


}ume of between $250,000 and $500,- 


000, and 4.7 per cent of the con- 
sumer goods companies fall in this 
group; 1.5 per cent of the industrial, 
and 12.4 per cent of the consumer 
goods companies are in the $500,- 
000-$1,000,000 group; 56.7 per cent 
of the industrial, and 41 per cent 
of the consumer goods companies, 
are in the most popular group of 
all—that doing between one and 
five million dollars of business a 
year. 

In the five-ten million division 
are 23.9 per cent of the industrials, 
and 14.5 per cent of the consumers; 
9 per cent of the industrials are in 
the 10-25 million group, and 4.4 per 
cent in the 25-50 million division, 
as against consumer goods percent- 
ages of 14.1 and 3.8, respectively. 
None of the industrial companies 
reporting went above this figure, 
but 3 per cent of the consumer 
goods companies (which includes 
public utilities, railroads, etc.) re- 
ported annual volume of between 
50 and 100 million, and another 3 
per cent reported annual volume of 
over 100 million. 


How Budgets Look 


Very much the same picture holds 


true when a comparison of the size 
of advertising budgets is made—a 
picture which is contrary to that 


because the committee 
which made the survey felt that the 
industrial companies would be far 
overshadowed in advertising ac- 
tivity by those in the consumer 
goods field. Here's what the break- 
down shows: 


anticipated, 


Percentage 
Indus- Con- 
Size of Adv. Budget trial sumer 
Less than $25,000 13.9 19.1 
$25,000-$50,000 26.4 19.8 
$50,000-$ 100,000 34.7 18.7 


,is therefore visible between 
| trial 


Advertising Managers’ Salaries 


UNDER *2000 
‘2000 $2999 
*3000 £3999 
"4000 $4999 
9000 5999 
"0000 °7499 
"7300 °9999 
‘1000014999 
OVER 15000 


$$ 
$$ 
$$ 


6.1% 
5% 
1.8% 


2.5% 


$ 19.9% 
$ $ 266% 
14.3% | 


$ 12.6% | 
$ 14% 


All Advertising Managers 
Median : "4000 
Average : *4947 


2.6 % 
$ § 
$$ 
> § 
$ 


UNDER *2000 
*2000 2999 
3000 £3999 
*4000 £4999 
9000 °5999 
*6000 °7499 
*7900 29999 
“10000 *14999 


11% 
6% 


$ 19.4% 
$ $ 25.7% 
13.8 % | 


11.6% 
$ 1.6% 


“Consumer Goods’ | 


Advertising Managers | 
Medion:*4000 


-~-—onwmruwnwewmruemnnsnseseuouwruwnuweaeewrerorowrilcweneorormlcomcmene ase mr one rm ho 


OVER “15000 2.2% Avevage : *5056 

UNDER 2000 4% 

2000 £2999 $$ $ 216% 

3000 23999 74 84 8 207% 

"4000 74999 $ $ 16.2% 

“9000 25999 $ $ 162% 

6000 27499 $ 10.8% 

#7500 +9999 41% Industrial © 

Advertising Managers 
WOOD 14999 - - = Yodian:*5850 
OVER “14000 - ~ - «CO- Avevage*4/37. 54 
© 1940 

$100,000-$250,000 .... 20.8 19.5 while the consumer group has 8.3 
$250,000-$500,000 .... 4.2 13.6 per cent in this bracket, 1.9 pe! 
$500,000-$1,000,000 .. ... 5.1 cent in the bracket from 21 to 50, 
Over $1,000,000 4.2 and 0.8 per cent in the exclusive 


No startling difference in pattern 
indus- 
and consumer goods com- 
panies in the matter of size or vol- 
ume of advertising expenditure, nor 
is there any important difference 
in the percentage of each which 
uses the services of an advertising 
agency. Of the industrial com- 
panies 77 per cent have an agency, 
and in the consumer goods field this 
percentage rises to 80.7. What is 
the picture with reference to the 
size of the advertising department 
and its organization? 


Size of Department 


The same picture of a basic simi- 
larity, with a somewhat’ wider 
spread from top to bottom in the 
consumer goods field, obtains in the 
matter of size of the advertising 
department Considerably more 
than half of all advertising depart- 
ments contain between one and four 
people, and this figure holds true 
for both the industrial (with 50 per 
cent in this group), and the con- 
sumer goods companies (with 55.1 
per cent in this group.) In the in- 
dustrial field 13.9 per cent of the 
advertising departments include no 
one but the advertising manager 
and in the consumer group the per- 


centage is 9; 29.1 per cent of the in- 
dustrials have departments with 
from 5 to 10 people, as against 24.9 


per cent in the 
per cent of the 
to 20 people 
highest 


consumer group; 7 
industrials have 11 
in the department (the 
industrial figure shown), 


bracket of more than 100. 
Mostly Separate Units 


Is the advertising department a 


separate unit? Yes, say 79.5 per 
cent of the industrial advertising 
managers, and 67.7 per cent of the 


consumer goods advertising men 

Here is the comparative picture 
of the individual both groups have 
to satisfy to hold their jobs—that 
is, their “immediate boss”: 


Percentage 
Indus- Con- 
trial sumer 
President or other 
chief executive..... 31.0 36.5 
Vice-president 31.0 7 
Sales manager 30.0 } 
General manager 2.7 0 
Miscellaneous execu- 
tives ‘ 5.2 
Almost nine out of every ter n- 
sumer goods advertising man 
(89.8 per cent) report that t! 


tend and participate in co! 
sales meetings, as against 2- 
cent who definitely say they ¢ 
attend such meetings. The 
mainder attend occasionally, * 


F Q E E with your 
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S S Artist Rubber Cement. Nationally 
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vitation,’ “when advertising is to 
be discussed,” etc. 

This contrasts rather remarkably 
with the industrial picture, where 
only about seven in ten (72.6 per 


cnt) attend sales meetings regu- 
larly, and another one in ten (9.6 
per cent) is excluded. 


Big Difference Shown 

The picture 
called management 
or influence on 


responsibility 
general policy is 
question: “Do you participate 
Here considerably more than 
the industrials (54 per cent) re- 
turned an unqualified no, as against 
only 22.6 per cent in the consumer 
goods field. Almost three out of 
five in the consumer goods field 
(58.9 per cent) said they did attend 
general management meetings, 
whereas only one out of 4 (27 per 
cent) were able to make the same 
answer in the industrial field. Those 
who attend occasionally or on spe- 
cial request number 19 per cent in 
the industrial field, and 18.5 per 
cent in the consumer field. 

To a considerable extent the dif- 
ferences in policy influence outlined 


above seem to be responsible for 
the salary differences which are 
also. indicated by the study. 


Although it must be admitted that 
there is considerably less difference 
in the salary levels between those 
in the industrial and consumer 
fields than had generally been con- 
sidered the case before this study 
was made, there nevertheless is a 


distinct salary advantage accruing 
to the advertising managers who 
work in the consumer goods field, 


if the returns upon which this study 
are based are accurate and repre- 
sentative. 
How Salaries Look 

The median advertising salary 
for all 342 advertising managers 
covered by this survey, as reported 
in the first article in this series, 
was $4,000—that is, there were just 
as many advertising managers mak- 
ing more than $4,000 as there were 
advertising managers making 
than that figure. The “average” 
salary for the entire group, arrived 
at by totalling up all the salaries 
reported and dividing by 342, was 
$4,947.32. The median and average 
salaries of the consumer’ goods 
group meet or exceed these figures, 
whereas those for the industrial 
group are slightly below the me- 
dian, and considerably below the 
average figure. 

With these figures in mind, 
pare the following salary 
for the two groups: 


INDUSTRIAL ADVERTISING 


less 


com- 
statistics 


MANAGERS 
Median $ 3,850 
Average 4,137.54 
Lowest .... 1,600 
eer 10,000 


Less than $2,000. . 1.4 per cent 
$2,000-$2,999 ........ 21.6 percent 
$3,000-$3,999 . 29.7 per cent 
$4,000-$4,999 16.2 per cent 
$5,000-$5,999 16.2 per cent 
$6,000-$7,499 . 10.8 per cent 
$7.500-$9,999* 4.1 per cent 
Above $10,000 

Includes one of $10,000. 


CONSUMER ADVERTISING 


MANAGERS 
Me n $ 4,000 
Averag 5,056 
Li t ‘ 1,500 
Highest : ; . 30,000 
Li than $2,000 2.6 per cent 
$2,000-$2,999 19.4 per cent 
$3,000-$3,999 25.7 per cent 
$4,000-$4,999 13.8 per cent 
$5,000-$5,999 11.6 per cent 


ee 


of what might be} 


| 


even more striking in answer to the | 
in 
general management meetings?” | 
half | 


| 


Median age 37. Average 

age, just under 39. One out 

of 16 is 32, another 38. Next 

most usual ages: 30 and 42 more 
Youngest. 23: oldest. 66 


KIND OF BUSINESS 


Almost half are college grad- 
wates, and three out of four 
went to college one year or 
One-twelfth 
finish high school 


SIZE OF BUSINESS 
‘ . | 


didnt 


One out of five of the re 

spondents works for en “in- 

dustrial” company. the other 

four out of five in consumer 
goods fields 


The big bulb of those answer 
ing — almost half — work for 
companies doing one to five 
million dollars @ year in total 
volume of business 


One-third report to the pres Their 
ident of other head officer 


median salary last year 
was $4.000—the average a! 
most $5,000. In addition 
two out of five got « bonus 
in 1938 


one-third to @ vice-president 
others to sales managers 
general managers etc 


Manager 


LENGTH OF SERVICE 


AS ADV. PLAMAGER 


Median, 10 years. Average Mr 

10) yeers. Fifteen per cent 

have been with their present 

compenies @ minimum of 20 
years 


ADV. BUDGET 


Medien Advertising 
Manager” has held his pres 
ent job as advertising man 
ager for five years. The 
average service is seven years 


One out of four has $50.000- 

$100,000 budget; one out of 

five $25 000.$50.000: another 

one out of five, $100,000. 
$250,000 


Half of the departments have 
from one to four people 
Three-querters of them are 
self-contained units: the re 
mainder part of sales 


INFLUENCE ON POLICY 


Nine out of ten participate 
" company sales meetings 
and more then half partici 
pete in their companies gen 


Do they like advertising well 
enough to stay in it the rest 


of their careers?) Nine out 
of ten sey yes; one out of 


eral policy meetings ten says no 


This chart, reproduced from the first article in the series, gives salient facts about 
all of the advertising managers who answered the questionnaire. 


$6,000-$7,499 11.6 per cent 


$7,500-$10,000 _ . 7.1 per cent 
$10,000-$14,999 6.0 per cent 
Over $15,000 ......... 2.2 per cent 

The salary advantage of the ad- 
vertising manager in the consumer 
goods field also carries over into 
the matter of a bonus, it would 
seem. Whereas almost one out of 


every three consumer goods adver- 
tising managers (32.1 per cent) re- 
ported that he received some kind 
of a bonus in 1938, only one out of 
every four industrial advertising 
managers (25.7 per cent) partici- 
pated in the cutting of this par- 
ticular kind of melon. 
the industrial advertising manager 
who got a bonus received a median 
figure of $600 against a median of 
only $500 for his brother in the con- 


sumer goods field, his advantage 
ended there. The average bonus 
received by the industrial execu- 


tive was $1,125, as against an aver- 
age of $1,230 for the others. 

(The next article in this 
will appear in the June 17 


series 
issue.) 


Bausch & Lomb —_— 
Promotion Manual 


Bausch & Lomb Optical Company, 
Rochester, is sending to its custom- 
ers its 1940 promotional manual 
entitled “Promoting Your Practice” 
which is a thorough presentation of 
the Bausch & Lomb promotion pro- 
gram. 

Among the subjects discussed are 
the place of promotion literature in 
the reception room, office equip- 
ment, lens cleaning cloths as a pro- 
motion device, display services, 
plaques, direct mail material, calen- 
dars, miscellaneous items and order 
blanks. 


Kleppner in Four A’s 

The Kleppner Company, Inc., New 
York, has been elected to member- 
ship in the American Association of 
Advertising Agencies 


Taylor Joins Benison 


J. R. K. Taylor, formerly editor of 
the Explorer, has joined the staff of 
the Benison Company, Ltd., Mon- 
treal advertising agency, in charge of 
planning and copywriting 


ICES, 


DAILY MAILING 


too small or too large. 


Ques 


PROSPECT LISTS ui Classifications 


\re you mailing your literature to 
ertising on a definite program. 
include new prospects and eliminate 

for our 1940 MAILING LIST 


catalog 
Let us diseuss our COMPLETE DIRECT MAILING 
CAPACITY 
Write for full particulars: 


names? your 
Get a PROSPECT LIST which will 
those no longer in business. Send 


Plan 


a bundle of 


showing over 6.000 classifications. 
ADVERTISING SERV.- 


100.000 PIECES OF MAIL. No 


27 Ss. Market St. 


| Dep. AA. 


TRADE CIRCULAR ADVERTISING 


CO. 


FRAnklin 1182 Chicago. Il. 


And while | 


Advertising Is 
‘Go-Doer,’ Goode 
Says in New Book 


New York, May 29.—*Advertising 
is a go-doer,” says Kenneth Goode, 
in his latest book, “Ten Points for 
Advertisers.” It’s about all that’s 
left us of our early Pike’s-Peak-or- 
Bust. Alone among professions, it 
clings to America’s pioneer faith 
that determined intelligence can do 
anything worth doing and 
anything worth having. 

“And so, in the face of weakening 
others, holds not merely that serv- 
ice to one’s neighbors is the 
part of business 
one’s neighbors is the profitable part 
of business! 

“Of all groups now 
litical or economic, 
sional, advertising, therefore, 
best equipped to head America’s 
perpetual battle for prosperity 

“Advertising’s quaint surviving 
faith in the superiority of man to 
his circumstances, as surprising 
these days as the whiskers in great- 
grandfather’s daguerreotype, might, 
perhaps, be worth rekindling for its 
own sake.” 

Mr. Goode presents much terse 
philosophy as background for his ten 
points against which the potential 
effectiveness of all advertising 
should be pretested. The volume, 
published by Harper & Brothers, is 
priced at $3. 


C. W. Hamilton Heads 
Cincy Ad Club 


Clarence W 
Hamilton, — sales 
promotion man- 
ager of the Globe- 
Wernicke Com- 
pany, was elected 
president of the 
Advertisers Club 
of Cincinnati by 
the board of gov- 


in sight, 
social or profes- 


po- 


seems 


ernors for the 
1940 - 41 season 
W.C. Savage, na- 


tional advertising 
manager of the 
Cincinnati Post, 
was chosen vice- 


and C. R. Fox and A. H 


C. W. Hamilton 


president, 


Apking were re-elected treasure! 
and secretary, respectively 

The Advertisers Club of Cincin- 
nati claims to be the oldest adver- 
tising club in the United States, 
having been established in 1904 
Headquarters are maintained in the 
Hotel Gibson 


Simon Account Executive 


John D. Simon, who recently liq- 
uidated his own agency to join the 
staff of Botsford, Constantine & 
Gardner, has been named an ac- 
count executive in the Portland 
office of that agency 


create 


New Markets Get 
Mint Aroma in 


Old Forester Copy 


Louisville, Ky., May 29.—So suc- 
cessful was the company’s promo- 
tion of Old Forester mint juleps 
which featured the Kentucky Derby 
that Brown-Forman Distillery Com- 
pany is planning both to extend the 
idea to other cities and to make it 
an annual Derby event, officials said 
today. Advertisements impregnated 
with a rich mint aroma will appear 
shortly in Houston and New Or- 
leans. Several California markets 
are also being considered and it is 
believed that at least ten cities will 
| get the special copy within the next 
month. 

Thousands of Louisville visitors 
and residents thought the perfume 
of mint which greeted them as they 
‘opened their morning Courier-Jour- 
nal was merely a pleasant illusion 
suggested by the season. However, 


on page five they found the cause 
of the aroma in a two-color half- 
page advertisement for Old For- 


ester whisky. The copy appealed to 
the senses not merely with enticing 
drawings of a julep liberally gar- 
nished with green mint, but with a 
rich mint aroma, carried in the 


;green ink. One of the sub-heads 


| 
called 


attention to the mint fra- 
grance. 

Since many Kentucky Derby fans 
made their headquarters in Cincin- 
nati, Brown-Forman also ran the 
mint julep advertising in news- 
papers of that city. There, as in 
Louisville, the company was suc- 
cessful in inducing a large number 
of racing fans to say not only “mint 
julep,” but “Old Forester mint 
julep.” The idea was worked out 
by the company’s agency, Ruthrauff 
& Ryan, Chicago, in collaboration 
with the newspapers participating. 


Brunch Test Campaign 
Under Way 


A test campaign for Brunch, a 
new luncheon meat product made 
by Tobin Packing Company, Fort 
Dodge, Ia., is being run in Hart-. 
ford, Conn., Trenton, N. J., Erie, 
Pa., Harrisburg, Pa., and Colum- 
bus, O. If the product wins favor 
a national campaign is contemplated. 

Edward P. Harrison, advertising 
manager for the Rochester Packing 
Company, is cooperating in the test, 
the company expecting to distribute 
‘pee product in its territory. H. B. 
LeQuatte, New York, is conducting 
the test effort. 


Kossman lolna Swan 

George 
formerly 
has 


Kossman, an_ illustrator 
with Feldkamp & Malloy, 
joined Swan Studios, Chicago. 


| 


NUMBER ELEVEN... 


propel | 
but that service to | 


To those advertisers who realize “ 
as antiquated as Aunt Fanny's outdoor plumbing 

—and that today’s printer MUs 
originate as well as the skill to produce—we present 
ourselves—the American Colortype Company. 
e Ours is a full organization incorporating every 
needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 
within the organization we have 
that happy balance of personnel that 


“tool” 
More than that, 
daylights out of that 


tesa ours .. 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 


. of a series - COMPLETENESS 


“special problem.” 
our job for 45 years. And, we'd like to make YOUR 
. just as we have for a score of 
iappy top American enterprises from East to West. 


OUR SERVICES 


plain printin™ is 


ST have the talent to 


ean lick the 
It’s been 


INCLUDE 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


SKILL TO PRODUCE 
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ADVERTISING AGE 


June 3, 1949 


Atlantic Starts 
Third Phase of 


Gasoline Drive 


Philadelphia, May 28—Following 
two previous newspaper campaigns 


this spring, a third series for At- 
lantic Refining Company’s new 
White Flash “Plus” started this 


week and will continue through the 
July 4 weekend, in approximately 
175 papers on the Atlantic coast, 
and west to Ohio. In advertise- 
ments ranging in size from six col- 
umns to 840 lines, the mileage, 


power, acceleration, and anti-knock | 


qualities of Atlantic’s new gasoline, 
as tested under actual driving con- 
ditions in the Florida road test, are 
covered point by point. 

The initial phase of this year’s 
newspaper program for Atlantic, 
which began March 14, consisted of 
a series of 28 “news photo” type 
advertisements on the progress of 
the Florida road test. The second 
phase was the announcement of the 
new product, beginning with a se- 
ries ranging in size from full pages 
to 1,000 lines, according to mar- 
kets, which ended last week. Both 
the initial and second 
run in approximately the same list 


series have | 


ASKS FOR AIRPORT 


TO THE CITIZENS 


or 


DURHAM and DURHAM COUNTY, RALEIGH and | 
WAKE COUNTY— NORTH CAROLINA 


This unusual full-page advertisement in 
the Durham, N. C., Herald, is a state- 
ment to the citizens of Durham, Raleigh 
and the vicinity by Eddie Rickenbacker, 
president of Eastern Air Lines. Mr. 
Rickenbacker explains that his company 
cannot operate as many flights to these 
cities as it would like because airport | 
facilities are antiquated, and urged that 
all interested communities get together 
to provide an adequate field midway be- 
tween Raleigh and Durham. 


as will carry the new campaign, National Tea Airs 
with the “news photo” series inter- “Cartune-O” Game 


spersed with the larger advertise- | 


ments. 


To Continue News Series 


Readership tests on the news se- 
ries have proved them to be so 
effective that it will be extended to 
intersperse the larger advertise- 
ments in the new series, just as in 
the announcement campaign, ac- 
cording to Joseph R. Rollins, At- 
lantic advertising manager. 

Mr. Rollins reported that this 
year’s advertising program is the 
largest ever undertaken for Atlan- 
tic, pointing out that sales are sub- 
stantially ahead of last year, despite 
the fact that 1939 was the biggest 
sales year in the company’s history. 
The company earned $3,123,000 
during the first quarter of 1940, as 


compared with $538,000 during the 
first quarter of last year, Mr. Rol- 
lins added. 

N. W. Ayer & Son, Inc., handles 
the company’s advertising. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


110 So. Dearborn St. Wabash 8655 
CHICAGO 


National Tea Company has intro- 


| duced a new radio quiz game called 
| *Cartune-O” 


over WGN, Chicago, 
after a tryout in Rockford, Ill. It} 
is on the air each Thursday from 
7:30 to 8:15 p. m., Chicago DST. 
Cards distributed at National food 
stores contain cartoons illustrating 
tunes played by an orchestra. These 
cartoons must be properly identified 
with tunes. Five or ten words also 
must be written on the card adver- 
tising National food stores or their 
products. 

Store cards, banners and truck 
signs are being used to promote the 
game and clubwomen in the Chi- 
cago area are being invited to join 
the studio audience. The program 
was introduced to 500 Chicago store 
managers at a sales meeting ad- 
dressed by B. J. Dickens, executive 
vice-president, and C. H. Lilienfeld, 
advertising manager. Schwimmer 
& Scott, Chicago, is handling the 
account. 


Form New Studio 
Lazarnick-Fisher, Inc., New York, 
has been established for the pro- 


duction of advertising art and pho- 
tographic illustrations. William 
Fisher is president, N. Lazarnick, 
secretary-treasurer and Raymond 
D. Levy, vice-president. 
offices and photographic studios are 
at 230 Park avenue and advertising 
art studios at 551 Fifth avenue. 


conducting 


“LET'S HELP YOU KEEP HOUSE” 
Five Days a Week on ST. LOUIS KWK 


Executive | 


Getting Personal 


General Electric Co.’s industrial adman, Robert L. Gibson, is 
passing out the cigars again. He is the father of a new baby boy. 
It's his second son, and has been tagged George Carter. . . 

It has been one physical ailment after another of late for Sam 
Fuson, v.p., Arthur Kudner. First it was dental trouble that kept 
him from his job. Next came pneumonia, and at last report he was 
at home nursing an infected foot. . . 

Philip L. Thomson, public relations director of Western Electric 
Co. and prexy of the Audit Bureau of Circulations, has a circle 
around the date of June 15th on his desk calendar. That’s when 
daughter Dorothy embarks upon the sea of matrimony. . . 

Kenneth R. Burke, nat’! a.m., Knickerbocker News, Albany, N. Y., 
is a honeymooner. His father, John A. Burke, is production manager 
of Gannett Newspapers. .. McCann-Erickson’s Stuart Ludlam recently 
became a father. . . 

John C, Kelly, head of Kelly, Nason, will become Dr. Kelly June 
6. His alma mater, Villanova College, will confer the degree of Doc- 
tor of Laws on 
him then, in 
addition to the 
B.A. and M.A. 
he now holds. 
He is also 
prominent in 
Catholic affairs 
and was Gov- 
ernor Herbert 
H. Lehman’s 
campaign man- 
ager in 1938... 

Josephus 
Daniels, U. S. 
Ambassador to 
Mexico and 
publisher of the 
Raleigh News & 


THROWING OUT THE FIRST ONE 


Observer, re- 
turned from 
south of the 


border to be 
present for his 
paper’s 75th an- 
niversary. Chief 
feature of the 
birthday  cele- 
bration was the 
publication of a 
240-page paper, 
the fattest edi- 
tion ever turned 
out in the 
state... 

Donald Q. 
Coster, former 
s.m. of Cana- 
dian Street Car 
Advertising Co. 
at Montreal, is reported to have been one of the first American 
non-combatants to lose his life in the current European mess. He 
resigned his ad job to join the American Field Service as an ambu- 
lance driver. He was last seen entering a burning city which was 
also under heavy bombardment. . . 

Current promotion of the Hermitage Club, limited editions group, 
features a testimonial from Mrs. Don Francisco, wife of the Lord & 
Thomas president, who reports that her membership was hubby’s 
a 

Fred H. Walsh, Newell-Emmett Co. executive, presided at the 
opening of the Port Washington Yacht Club. He has served the club 
as Commodore for many years. . . 

Harold Fellows, WEEI manager, Boston, cultivates roses for a 
hobby at his Swampscott home. . . James A, Silin, account execu- 
tive, Chambers and Wiswell, Boston agency, cultivates the friendship 
of baseball players for a hobby. He’s handling the arrangements for 
a testimonial dinner to be given “Lefty” Grove, Red Sox pitcher, 
June 8... 

Richard Frank Schmidt, Benton & Bowles, Inc., New York, for- 
merly of Troy, N. Y., is engaged to marry Lucia Dewey Haynes, also 
of Troy and a senior in the University of Indiana Medical Center 
School of Nursing, Indianapolis. . . 

Two years spent as a seaman on Pacific freighters before becom- 
ing production manager of the Ray Carr Organization, Portland, 
Ore., came in handy for William D. Winter in the writing of his first 
novel, a sea story entitled “One Bell Calls the Watch.” . . Manager 
Elwood Enke of the Portland office of Beaumont & Hohman flew to 
Chicago to investigate national market possibilities for Grip-Lock 
Corporation, a new Portland industry represented by B & H... 

J. W. Wiley, sales rep for Libbey-Owens-Ford, reveals a deft 
hand for versifying in a privately printed pamphlet, “Thoughts in 
Verse,” which he is presenting to friends and acquaintances. . 

G. B. Dealey, chairman of the board of the Dallas News, and 
father of Ted Dealey, its president, received a big hand from the 
members of the Southern Newspaper Publishers’ Association when 
he attended the recent convention at Mineral Wells, Tex. Both father 
and son were important factors in the establishment of the new 
Southland newsprint mill at Lufkin, Tex. . . 

John K. Ottley, Jr., advertising director of the Atlanta Constitu- 
tion, won the prize for low gross at the SNPA convention, being aided 
in this achievement by the feat of sinking an approach from sixty 
yards off the green. While not a hole in one, it produced an equal 
thrill. .. 

Things were going none too well for Al Leininger, a.m.. Parents’ 
Magazine, as he stepped up to the third tee at Siwanoy C. C. last 
week. He was already two down to other members of the foursome 
Then he proceeded to enter golfdom’s hall of fame by making a 
hole-in-one with his trusty 2 iron on the 196-yard hole. What's more, 
agency men can’t scoff at the authenticity of the reported feat, for 
his playing partners were G. C. Dilbert of J. Walter Thompson Co., 
E. N. Stewart of Benton & Bowles and Frank Mace of Lambert & 
Feasley. . . 

Ray Holland, editor of Field & Stream, is making a series of short 
films on sport subjects for Pathe, with the able assistance of his son. 
Dan. The latest shows fishing as it should be done... 


John Shepard Ill, president of the Yankee and Colonial 
networks, looks like he's in real form as he tosses out the 
first one for the Yankee Network team. 


| Radio Newspaper 
Campaign Stalls 
Phones; Cancelled 


Rochester, N. Y., May 28.—We 
man Food Markets, Inc., took sp; 
in the Rochester Democrat a 
Chronicle of May 25 to annour 
that its radio program over Station 
WSAY on Friday evenings from 7 
to 7:30 had been discontinued }.- 
cause of “too much response.” 

The program, called “Bw 
Treasure,” included the reading 
jingles by the announcer, the ‘ 
teners being asked to identify tne 
store’s items advertised in Thu: s- 
day afternoon and Friday morning 
newspapers from the jingles. ’ 
order to collect the first prize of s5, 
second prize of $2 and third pr ze 
of $1 for each item the listener j 
to be the first to telephone the cor- 


rect answer. A merchandise prize 
was given each person after e 
first three who phoned the correct 
| answer. 

During the half hour the show 


|} was on the air the telephone ex- 


change was buried under 6().(00 
additional calls. First five extra 
| phones were installed for 10 addi- 
tional trunk lines, then 10 addi- 
tional operators were put on ind 


20 trunk lines used. 
couldn’t be handled and the tele- 
phone company gave two weeks’ 
notice that, because the community's 
health and _ protection might be 
endangered, the extra service would 
be discontinued. The radio station 
is protesting to the Public Service 
Commission but John P. Wegman, 
head of the food company, says the 
program will be revamped nd 
revived in the fall in a way requir- 
ing less telephone service. 

“What has happened here is that 
| there has been a perfect tie-in of 
the radio and newspapers,” said 
Mort Nusbaum, commercial man- 
,ager of WSAY. Sydney Williams is 
|}advertising manager for the food 
stores, handling the account direct 
| with newspapers and radio station 


Still the load 


| 


Juliet Lit Stern Takes 
Over “St. Nicholas” 


| Juliet Lit Stern, new editor and 
|publisher of St. Nicholas, magazine 
| for children, announces that her first 


lissue will appear October 1 as a 
monthly publication for girls and 
boys from nine to 14 years old. The 
St. Nicholas League, which gave 


many authors and artists their first 
opportunities to appear in print, will 
be revived. 

The subscription price will be $5 a 
year, 50 cents a copy. The publica- 
tion address is 88 Central Park West, 
New York. 


Appoints Keelor, Stites 

Bavarian Brewing Company, Cov- 
ington, Ky., has appointed Keelor & 
| Stites Company, Cincinnati, to han- 
dle its advertising. 


Compan 


14°, of the mothers receiving CON. 
GRATULATIONS write in to its 
Service Department. 


ATTENTION 


MR. HENRY FORD 


A public-spirited sponsor is w 
ra new kind { radio progran 
i ’ « it pr ‘ nd 
Needs 1 talent nor premiun 
because it is vital enough to ¢ 
t jot home and security, 
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* | until the commercial was heralded, that a new type of commercial is Father: “I want some more of. uct But the chief virtue of the 
rges en Ing i'when the players resumed their essential and he has proceeded to that good Blank’s coffee.” new idea is that it merges the com- 


of Commercials 
with Main Story 


Agency Radio Expert 
Would Have Talent Do 


the Selling 


(Picture on Page 31) 

Chicago, May 29.—Straight radio 
commercials will be abandoned 
completely by clients of McJunkin 
Advertising Company as the result 
of a new technique developed by 
Sam Bartlett, radio director. Under 
this treatment, the announcer will 
never halt the show while he urges 
the merits of the product upon the 
audience. On the contrary, 
the commercial will be blended with 
the action of the program so care- 
fully that the audience will never 
know when it is to be expected, 
hence will not be able to desert the 
microphone until the entertainment 
is resumed. 

Some of the most successful radio 
artists, such as Jack Benny and 
Fibber McGee, have used this for- 
mula in part. They poke fun at the 
product which pays their 
and even warn the audience of the 
impending commercial, which per- 


radio 


salaries, 


haps removes some of the resent- 
ment which Mr. Bartlett believes 
attaches to the unvarnished plug 
But the ballyhoo is there just the 


same, in greater or lesser measure 
Action Is Continuous 
The MeJunkin radio director is 


making a clean break with tradition 
in banishing the announcer to the 
outer darkness. Under his system, 
the commercials will be put over by 
members of the cast, and there will 
be no interruption whatever of the 
action. 

Mr. Bartlett likens the present 
system to a theater where two great 
artists are presenting a_ gripping 
drama. Suddenly the curtain drops, 
and a peanut vendor appears on the 


stage, and begins to cry the virtues 
of his wares. After a few minutes 
of this, the lights dim, the curtain 
rises and the protagonists resume 
their roles 

This analogy is not completely 
accurate, since the radio audience 
is not compelled to listen to the 


commercial. 

“IT have seen many a bridge game 
because the radio program 
became so arresting that the players 
laid down their cards automatically 
and in unison,” commented Mr 
Bartlett. “The game was forgotten 


LP Ss” 


IN THE FIRST 
{1 MONTHS OF “10! 


Ceast 


PURCHASING advertisers have 
nearly doubled their dollar vol- 
ume in this magazine during the 
lirst four months of 1940 (as com. 
pared with the same period of 
This 
marks a new appre iation of the 
the Purchasing 
Executive in today’s industrial 
. and of PURCHAS. 
ING’S increased circulation and 
eader interest. Get the facts to- 
v! Write Conover-Mast ¢ orp., 
> E. 42nd Street, New York; 
) N. Michigan Ave. Chicago; 
eader Building, Cleveland. 


39)! increase 


amazing 
mpertance of 


lling 


| 


| 


Dodge Motor Car Co. Oliver Farm Equipment Co. 


| 


| 


combat with the same tacit agree- 
ment with which they had deserted 
it. 

“Many listeners appear to have 
developed a type of deafness to 
radio commercials, just as nature 
provides a protective covering for 
hands subject to hard manual labor. 
Such members of the radio audience 
can concentrate on the most intri- 
cate problems despite the impas- 
sioned pleas of the radio announcer 
that they repair to the nearest store 
immediately and lay in a stock of 
something or other. Yet this pre- 
occupation can be pierced in a mo- 
ment as soon as the radio provides 
a sufficiently interesting passage.” 

All of this means to Mr. Bartlett 


develop this new type. 
director can do so, he 
he is willing to devote enough 
thought to the problem Infinite 
variations are possible, but the fol- 
lowing, designed as a one-minute 
spot announcement for a_ coffee 
manufacturer, suggests the general 
treatment: 

Father: “lI 
that ——” 

Mother: “You mean you want 
some more of Grandpa's stories.” 

Grandpa: “Did I ever tell you 
about the time I was almost taken 
prisoner by a Mexican bandit” He 
appeared from nowhere and before 
I knew what was happening, he 
said ws 


Any radio 
believes, if 


want some more of 


Grandpa: “Yeah, ‘I want some 
more of that good Blank’s coffee.’ 
No, goldarnit, that wasn’t what he 
said.” 

Many advertisers, taking justifi- 
able pride in products whose quality 
has been improved consistently vea 
after year, object to having them 
held up to ridicule, even though 
their pain may be assuaged by 
growing net profits Mr. Bartlett's 
new method meets this common 
objection. 

Its adaptations are innumerable, 
limited only by the ingenuity and 
adroitness of the program builder 
The cheracters need not speak in 
generalities, but may point out spe- 
cific virtues of the sponsored prod- 


mercial with the motif of the pro- 
gram and presents it gracefully, 
thus gaining acceptance for a fea- 
ture which often arouses resentment 
today 


Klingelsmith to Roche 


Stuart L. Klingelsmith has joined 
John D. Roche, Inc., Los Angeles 
art and typographic service, as sales 
manager. He was formeriy with 
Heintz, Pickering & Co., advertising 
agency. 


“Press” Buys “Courier” 


With purchase of the Courier, 
Oxnard, Cal., by the Press, the two 
papers are now consolidated and 
being published daily except Sun- 
day as the Press-Courier. 


The boss changed his mind again. Thank 
goodness, we can change those two pages.” 


Representative Firms who use 


mY wing -G.- Ring 


Carpenter Steel Corp. 


General Electric Co. 
General Motors 
McKesson & Robbins, Inc. 


Benjamin Moore Paint Co. 


The March of Time 
U.S. Dept. of Agriculture 
U.S. Rubber Co. 


of binding. 


loose-leaf binding. 


and adaptable, it can be used all the way 
from de luxe to heavy duty jobs. 


holds 44" of paper! 


dummy for your 


next 


Your Printer will 
gladly supply a Swing-O- Ring 


Also — write us today for Free 
Swing-O-Ring pocket notebook. 


job 


COLORADO ~~ DENVER 


The W. H. Kistler Stotionery Co. 


CONNECTICUT — HARTFORD 


Plimpton Mfg. Company 
DIST. OF COLUMBIA~— WASHINGTON 


George A. Simonds and Compony 


IOWA—DES MOINES 


Howkeye Bindery Company 


BERR aE EE 


SPRINGFIELD 


MISSOURI 


ST. LOUIS 


MICHIGAN — DETROIT 


The Burkhordt Compony Wm. F 


Springfield Printing & Binding Co. NEW YORK 


KANSAS CITY 
Brent Printers NEW YORK 
National Cover and Mfg. Co., Inc. 


ROCHESTER 


Three to six times stronger than ordinary 


Opens in a jiffy at any page—closes as 
easily and as accurately as good shears. The 
sheets lie flat and true. 

Swing-O-Ring comes in any length from 4” 
to 40 —and in any color you choose. (Blend 
or contrast your colors). AY," Swing-O-Ring 


A division of The Fred Goat Co., Inc. 


The Gorrawoy Compony 


BEAVER FALLS 


Beoverite Products, Inc. 
Brewer-Contelmo Co., Inc 
McKenzie Service Inc 


Sloves Mechanica 


Zohrndt ond Son 
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SHEETS LIE FLAT AND TRUE 
... strongly protected, yet instantly changeable 


We practically had to coin a description of 
Swing-O-Ring —it’s a loose-leaf mechanical 
binding...all the best features of both types 


for a salesman’s kit, for shipping or fora 
fold-over or fold-back presentation. 


Pick up a Swing-O-Ring job by one sheet 


— shake it—it holds! That's page insurance 


Yet so compact, neat 


—long life for the job. 


Swing-O-Ring is a product of The FredGoat 
Co., Inc., manufacturers of precision engi- 
neering specialties since 1893. Your guar- 
antee of a dependable, well-made product. 


Ask your printer to dummy up your next 


catalog or sales manual in Swing-O-Ring. 


No waste, less weight 


You'll like its serviceability and its looks. 
Also—we'd like to send you a free Swing- 
O-Ring pocket notebook. Write us today 
on your business letterhead. 


Swin G- | Fin G 


THE MODERN MECHANICAL BINDING WITH LOOSE-LEAF FEATURES 


SWING-O-RING, INC. 


318 Dean Street 


PENNSYLVANIA 
CLIFTON HEIGHTS 


PHILADELPHIA 


Notional Publishing Company 
Novelty Bookbinding Company 


PITTSBURGH 
Binding Co. 
TEXAS—DALLAS 


Precision Engineers... 


Brooklyn, N.Y. 


RESERERIRE EEOC ILD Boe 


THERE'S A SWING-O-RING LICENSEE IN YOUR AREA 


CALIFORNIA (OS ANGELES ILLINOIS — CHICAGO NEBRASKA —(INCOLN NORTH CAROLINA PALEIGH UTAH—SALT LAKE CiTy 
Coast Envelope and Leother Ellingsworth Mfg. Compony Woodruff Frinting Company Edwards ond Broughton Company Stevens ond Wollis, Inc. 
Products C 

SACRAMENTO MARYLAND ~— BALTIMORE NEW JERSEY — NEWarK OHIO — CINCINNATI WISCONSIN MILWAUKEE 

Silvius and Schoenbockler Moore & Company ne WwW. C. Horn Bro. & Ce Inc Charles F. Sterneberg The Heinn Company 
‘ CLEVELAND 
SAN FRANCISCO Porollex Wire Binding Co. - CANADA TORONTO. 2? 
MASSACHUSETTS~— BOSTON The Forest Cit okbindi 

the 5. J. Cardese Co., i86. wane > seen & } sa Inc. RUTHERFORD @ Forest City Bo nding Co The Luckett Loose Leaf, Ltd, 


Buchon Loose Leaf Records Co 


s. A. Stewort Compony 


Americon Beauty Cover Company 


. Established 1893 


ENGLAND — LONDON 
Fisher Bookbinding Ce lid. 
Pirie, Appleton and Ce itd. 
HOLLAND — AMSTERDAM 
Blikman ond Sortorius, N. V. 
SWEDEN — STOCKHOLM 
Aktiebolaget P. Herzog ond Soner 


SWITZERLAND - BERNE 
Alfred Weber A. G 
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a day, so as to be able on an in- 
stant’s notice to adjust ourselves 
most advantageously to whatever 
developments may occur. 

It seems to me our best hope is 
to make our own industry and sys- 
tem of government so strong that 
it can withstand the shock of dras- 
tically changed world conditions, 
and make any transition required 
with the least possible damage to 


No Panic in Advertisers’ 
Reaction to War News 


(Continued from Page 2) out interruption. 

commitments being made far into H. A. Batten, president, N. W. 
the fall of the year. Even in the Ayer & Son, Philadelphia: Govern- 
East where a heavy break in stock ment’s sudden recognition of the our home economy. 
and commodity markets ordinarily importance of private industry to W. A. P. John, MacManus, John 
produces gloom there is real opti- the future well-being of this coun-| @ Adams, Detroit: It seems to me 
mism, perhaps based on fact that!try should make for substantial too early for a worthwhile opinion 
even if we should eventually enter | business gains. Plant expansion aS|on war’s effect during immediate 
the war as many industries would) projected in the basic industries future on business and advertising. 
be benefited as would be unfavor- should be reflected in generally in-| Men whose judgment I trust are 
ably affected. creased activities, and advertising deferring predictions pending defi- 

Unbelievable absence of hysteria) would have an immediate respon-| nite outcome of present German 
in American business circles is sibility in supporting the increase | channel drive. If Germans are 
mighty reassuring and perhaps in productive capacity that would | halted they expect little immediate 
marks a return to business resum- | follow. effect, which will probably be tem- 
ing its leadership in American na- Reports from our clients indicate | porarily beneficial. If Germans are 
tional affairs. that business in practically all lines | victorious and begin drive on Paris 

To date we have had no changes is well ahead of last year and, bar-| or invade England the effect on se- 
in current advertising plans from) ring this country’s actual involve- | curity markets and increase of gen- 
any of our clients, many of whose| ment in the fighting, no slowing | eral uncertainty will undoubtedly 
schedules extend into the fall and|down is indicated. To be on the be cause for more conservative 
winter months. Unless America ac- | safe side, however, we should bear | viewpoint in planning future oper- 
tually enters the war we expect/clearly in mind that our present | ations. In other words, for the next 
business as usual but subject to| outlook is subject to immediate | 60 or 90 days I think we will see 
short term cancellation notices. change should events in Europe up- | a marking of time until a more con- 

Joe L. Killeen, Fitzgerald Adver- set traditional standards of trade | crete situation confronts us with its 
tising Agency, New Orleans: All| and exchange. tremendously important decisions to 
schedules for our clients are going This is the time to keep our fin- | be made. 
ahead as originally planned with-'! gers on the business pulse 24 hours Joseph R. Gerber, Joseph R. Ger- 


The rates for this department are as follows 


“Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 


“Positions Wanted,” “Representatives Wanted,’ 


a line, minimum charge $1. T: 


All other classifications (single insertion rates): %% in., $2.75; 1 to 


$4.75 per inch. 


Call WEBster O8I11 


* 


TICKETS 

FOR ART CENTER 
AUCTION PARTY 
$150 EACH 


* 


Call WEBster O8l11 


SPACE DONATED BY THE SUPERIOR ENGRAVING COMPANY 


POSITIONS WANTED 


Eiaperienced copy, layout, contact man 
desires connection with Chicago con- 
cern 

Box 3025, ADVERTISING AGE, Chgo. 


Nery ecnpable advertising executive, 
age 35, 12 vears good agency experi- 
ence Sparks on creative planning, 
copy, conference work, Knows pro- 
duction thoroughly College grad. 
Fine appearance, personality, sterling 
references, Ideal advertising manager 
or place in medium large agency, Able 
to leave Chicago area for best post 


Box 3030, ADVERTISING AGE, Chgeo 


GHheT RESULTS without overhead 
cost FREE-LANCKE copy, layout, 


Box 3032, ADVERTISING AGE, N. Y 


NO BRSATZ! 


Guntire ideas, blitzkrieg eopy and 
publicity strafing a specialty! Ady 
& Sale Promotion Mer., 31, lead 
ing national advertiser seeking 
copy-contact Job or adv. manager- 
hip. 10 years experience, agwency 
company newspaper new bu 
reau Box 3031 ADVERTISING 
Aik, Chicago 


HAVE: YOU A SPOT IN VOUR Ab- 
VERTISING agency or department for 


attractive girl plenty ambitious, Four 
veur audverti department retail 
chain store experience Varied copys 
writing house organ, production 
rough lavout and contacting Previ 
ou ecretarial experience Starting 
position alars econdary to oppor 
tunity ought 

Ox S054, ADVERTISING AGE, N.Y 


VAN ENPERRIENCED in) production, 
lavewut direct mail trnipaiaer tna 
publicity eeks new connection with 
teeney or business firm. Write now to 


Box S033, ADVERTISING AGE, N.Y 


POSITIONS WANTED 


Copywriter; A.B.; experienced; os, 
wants job small paper; advert 
agency; anywhere; some layout 

Box 3026, ADVERTISING AGE, « 


Do you need an able adv. assistony 
who can lighten your burden”? <A) 
terested in making such a conta 
ox 3027, ADVERTISING AGE, « 


HELP WANTED 


ADVERTISING and Sales Pron 
Man—For mod, sized and estab. « 
mfer Opportunity for progr: 
and exper. voung man 25 to 30 
have ability to create and «se 
productive adv. and promotion 
Full details, please, and snaps} 
CONN Your reply treated strictly 
fidentialls 

Box 3028, ADVERTISING AGE, Che 


REPRESENTATIVES AVAILARLE 


PUBLISHER'S REPRESENTATIN be 
experienced advertising space 
man, wide acquaintance, N.Y... ¢ 


wants Kastern representati 
leading publication, commissior 
Box 3029, ADVERTISING ACG \ 


MISCELLANEOUS 


PHOTOPRINTS., We duplicat: 


photo in quantities Oo) te ‘ 
Miniatures, postcard large } 
ffummed or plain. Quality work, Q 


tity prices Speedy ervice Sar 
c. 8. PHOTO, 1922 Linwood, Toledo, 0, 
CHECK THE BHCONOMY OF REPO. 
ducing Your Next Booklet, F t 
Broadside by Laurel's Improved 


et Eliminates expensive ‘ 
Typesetting 
OO CSMX11") copie $2.63 
Additional 1100's 22: 
Quantity Runs Lower, All Sizes A 
able Send for Free Descriptive 
nal In Metropolitan N.Y. res 


Representative WAlker 5-0526 


Laurel Process, 180 Canal St... Vo Y. €,. 


ber Company, Portland, Ore.: We 
are busy, and expect to keep busy, 
prosecuting our business-building 
operations for clients and the edu- 
cational and inspirational programs 
in behalf of their products as vig- 
orously as we can. None of our 
clients has indicated any different 
course. We went through the 1914- 
18 World War with this philosophy. 
At that time, we found that when 
we or a client neglected or aban- 
doned a program of business devel- 
opment, blaming the war, we or 
they lost by it ultimately. There 
seems to be nothing we can do 
about the war. There is much we 
can do about our own work. 

H. W. Kastor & Sons Advertising 
Company, Chicago: There seems no 
interruption in the steady increased 
flow of normal business. We see no 
reason why buying power in this 
country should be curtailed. The 
expectancy is greater need for 
added employment which = should 
stimulate buying power. Our trade 
relations report satisfactory move- 
ment of merchandise 

Dana H. Jones, Dana Jones Com- 
pany, Los Angeles: Selling in most 
lines here has slowed down in last 
two weeks, due to depressive effect 
of war and decline of market. Fo 
southern California business lead- 
ers anticipate general improvement 
as aviation expansion gets unde 
way. So long as advertising has t 


compete with war news, it has a 
harder job than usual 
Ketchum, MacLeod & Grove, 


Pittsburgh: Situation much too un- 
certain for anything like accurate 
appraisal. With anticipated defense 
program would expect greatly in- 
creased volume in nearly 
every industrial line. Strictly con- 
sumer lines may find 


sales 


materials 
scarce and costs high, and these 
things may tend to reduce adver- 
tising 
regard war business as undesirable 
and warranted only by emergency, 
so may be 


However, most corporations 


persuaded to continue 
advertising to regular markets. Re- 
gard all this purely speculative. We 
have had no budget reductions o1 
suggestion of them 


Allen L. Billingsley, Fuller & 


Smith & Ross, Cleveland: We see 
no immediate effects on our clients’ 


advertising due to war and rearma- 
ment conditions. Perhaps advertis- 
ing will be adversely affected late: 
depending on extent to which 
clients’ activities may be diverted 
to government purposes. 


Advertisers’ Attitudes 


Donald D. Davis, president, Gen- 
eral Mills: While the tragic events 
in Europe regardless of the outcome 
cannot help but directly influence 
the affairs of our own country, | 
sincerely hope that our national 
policies will be such that will in- 
sure in the greatest possible degree 
the continued benefits of our demo- 
cratic principles. 

It seems to me that every pers’ 
every employer and every industry 
should now do everything in thei! 
power to perpetuate our ideals by 
courageously planning for future 
expanded domestic and _§foreig! 
trade activities and thereby pro- 
vide an assured utilization of ou! 
own goods and services throug! 


HOW TO LAUGH 
AT DEADLINES... 


Closing-date nightmares vanish wh 
specify Rattway Express. We are 

at your elbow, on phone call. We " 
your necds and move fast, with top ¢ 
intelligent handling and prompt, 
delivery. Rates are low, service is t 
wide. Use it for rushes and regular 
ments of your mats, half-tones, sk« 
booklets, or anything and everythi: 
requires dependability and speed. No ext 
charge for calling for or delivering 


cities and principal towns. Just ph 


For super-speed use AIR EXPRESS 


4 milesa minute. Dayand night servix 


RAI LWAYSEX PRESS 


NATION-WIDE RAIL-AIR SERVICE 
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ADVERTISING AGE 


increasing employment and better 


standards of living. 

While the outlook is by no means 
certain we hope to continue an in- 
creasing merchandising and adver- 


tising program approved by our 


board of directors last week. 

W. A. Bowe, advertising manager, 
Carrier Corporation: Due to the 
seasonal nature of our business we 
are now at the year’s peak. This 
screens some of the effect of war. 
Although our volume has been re- 
duced in some markets, this has 
bee offset by increases from 
others. There is some concern over 
the trend. A few small cancella- 
tio have been received from the 
immediate combat zone. New orders 
fre other foreign countries more 
than compensate for this. Thus far 
there is no evidence of war busi- 
ness. Our advertising is proceeding 
on a year-round program as planned 
last fall. 

Robert Waddell, advertising man- 
ager. Hamilton Watch Company: 
We always are guided in our ad- 
vertising by the contemporary sales 
picture. We have not changed that 
procedure because of the present 
war uncertainty. We have not made 
any curtailments or cancellations 
yet nor are we considering any at 
the present time. 

Don G. Mitchell, Pepsi-Cola 
Company: It’s impossible at this 

oment to tell the full effect of the 
war and the rearmament program 
n this country on business but our 
belief is that our business will not 
be affected adversely. It is my con- 
iction that mass products such as 
urs selling for five cents to the 
consumer will continue to show 
sales increases under almost any 
conditions. Our advertising appro- 
priation for this year is consider- 
bly larger than last year and the 
appropriation for 1941 it is planned 
vill be in excess of this year. Our 
ales increases over last year are 
continuing at very 
level 

G. G. Whitney, Norge Division, 
Borg-Warner Corporation: Best 
evidence of view which Norge takes 
of business and advertising pros- 
pects during immediate future is 
offered by current facts, plans and 
commitments. Items: 1—Expansion 
if heating and conditioning division 
entering full production imme- 
ately on four new type modern 

| furnaces for inexpensive homes: 
2—Production stepped up to fill un- 
hipped refrigerator orders which 
tand 56.6 per cent greater than 
year ago and all Norge products 
3.2 per cent greater than in May 
1939; 3—Norge refrigerator adver- 
Using campaign of record size now 
unning in 164 key cities and 2,900 
country and small town newspa- 
ers, besides color pages in metro- 

lian supplements; 4—Norge re- 
tail outlets total 6,333 compared 
vith 5,059 a year ago. 

Dale Wylie, sales promotion man- 
ager, Iron Fireman Mfg. Company: 
Vur sales January to May inclusive 
1940 larger by substantial margin 

both dollars and units than for 
ame period in any previous year 


satisfactory 


i¢ 


( pany’s history. Plans for 
1940 advertising were completed 
rst year and are contemplating 
CI ge in this program. Con- 
le} ‘ker sales outlook for com- 
hg months excellent 


W. T. Todd, sales manager, Geo. 
\. Hormel & Co.: We are endeavor- 
gt yntinue to operate our busi- 
ess a normal basis with no 
hange Recently opened fourth 
pa ant in St. Louis. Maintain- 
g esent advertising schedules 
azines, trade papers, etc 
nereased our advertising 
udge! by signing George Burns 
1 icie Allen and their usual 
ith Ray Noble and his or- 
Starting July, plus exclu- 
ip at both the San Francisco 
New York world’s 


fairs, 


si ie with Billy Rose and 
cul Holm, featuring Spam- 
rick chili con carne and other 


;' products 
Donald B. Douglas, vice-presi- 


dent, Quaker Oats Company: The 

a und of advertising changes 
aa always but the basic ap- 
peal a more pleasant and bette: 
ay living certainly are never 
Cflar 


ged American families have 


the money. All Quaker Oats cam- 
paigns are being vigorously pushed 
without curtailment. 

Paul Armstrong, California Fruit 
Growers Exchange: With usual full 
crop oranges and lemons to sell, 
and export markets almost nil, we 
are in the midst of the greatest ad- 
vertising and merchandising cam- 
paign ever launched by Sunkist 
growers. The only way we know to 
sell our products is by vigorous 
and sustained sales and advertising 
effort. We are ahead of recent 
years both in volume and price to 
date. We are not only continuing 
our advertising program but have 
increased orange advertising 40 
per cent as the best means to meet 
the critical marketing situation. 

Vv. P. Conroy, vice-president, 
Transcontinental and Western Air: 
TWA expects no curtailment of ad- 
vertising or sales promotional de- 
velopment in view of the fact that 
the condition of our business and 
the outlook for the coming months 
is in excess of our anticipated in- 


crease in revenues early in_ the 
year when plans for 1940 were 
developed with introduction of four- 
motored Stratoliner equipment. In 
July we anticipate further in- 
creases in what has already been 
an outstanding year from the stand- 
point of development. 

A. CC. Seyfarth, International 
Harvester Company: We are pro- 
ceeding with advertising plans and 
will make no change if business 
conditions continue as at present. 
However our plans are always sub- 
ject to immediate change to meet 
changing conditions. In our busi- 
ness we doubt whether present un- 
certainty as yet would justify any 
curtailment of advertising effort. 

John H. Platt, director of adver- 
tising, Kraft Cheese Company: Our 
business insofar as this country is 
concerned is going on as usual, and 
the outlook appears to be just as 
good for the industry as it ever was 
We are making no curtailments in 
the advertising and sales activities 
that we planned last fall. So far as 


we can see, whatever disturbances 
the American public is feeling be- 
cause of the European war are 
mental, not physical. 

Thomas H. Cardoff, advertising 
manager, Farm Journal and Farm- 
er’s Wife: Business already booked 
is certainly indicative of the way 
advertisers are thinking about the 
rural market, and we expect to 
show substantial increases for the 
remainder of the year. Many ad- 
vertisers who have not promoted 
their products in rural areas and 
have seen their foreign markets 
taken away are now making plans 
to more actively sell to the people 
in this nation 

Joseph S. Hildreth, vice-presi- 
dent, Chilton Company: The Chil- 
ton Company—and especially the 
automotive unit for which I am 
speaking—is very optimistic as to 
increased advertising volume for 
the rest of this year. Practically all 
of our publications are running 
ahead of last year. Our optimism, 
however, is not solely based on our 


own volume, but rather on reports 
we get from our industry. 

E. B. Loveman, advertising man- 
ager, Philco Corporation: Very lit- 
tle effect. While we do not set an 
annual budget in advance, our ten- 
tative plans call for the largest ad- 
vertising outlay in Philco history. 
Am unable to cover the export ad- 
vertising and sales situation, but no 
doubt foreign sales and advertising 
have been adversely affected. 


Ide Label Back 


The Ide label on shirts and slacks 
will be seen again with the an- 
nouncement that the George P. Ide 
Company, Troy, N. Y., bought bs 
Max Bakal, president of the Park- 
ville Shirt Company, New York, in 
1938, will start operations June 26 
with Richard M. Freedman, New 
York, as executive head 


Joins Donahue & Coe 

N. W. Aver & Son has resigned 
the advertising account of Schnefel 
Bros., Inc., Newark, N. J., make 
of La Cross manicure implements 


(Primary service area based on 
SMV/M contour as measured 


by Jansky and Bailey.) 


UNCLA/AT4 


Operating with 5000 Watts daytime, WTAG greatly extends 
its effective primary area and better serves the great Vital Midriff 
of New England. This effective primary area now includes a 
population of 1,014,000 (1,568,000 with the addition of the un- 
claimed area) or 250,639 radio families—one out of every seven in 
New England. Read that again. One out of every seven of New 
England’s radio families is within WTAG’s effective primary area. 


Most important of all, remember that WTAG, and WTAG 


only, provides primary service to all of the Vital Midriff— the 
profitable market of Central New England. 


NBC BASIC RED AND YANKEE NETWORKS 


EDWARD PETRY & C0., INC.—NATIONAL REPRESENTATIVE 
OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 
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Scattered Cities Report 


Reaction to ‘T 


(Continued from Page 1) 
tising which is going into the sea-| 
son when normal 
occurs. Magazine schedules for the 
balance of the 1940 model year are | 
ail set and not likely to be disturbed | 
at this late date, and next year’s | 
programs, that is, for the 1941 
models, are still too far away to be 
involved in present thinking. Only 
the newspaper and outdoor sched- 
ules, which are on a month-to-| 
month basis, might be affected but | 
so far even this phase remains un- | 
changed. 

Outside 
where new programs are involved, 
a note of caution has crept in, some | 
agencies report. Clients are hesi- 


the motor niin 


tant about making new commit- | 


ments in view of the critical situa- 
tion in Europe which is bound to 
have repercussions of one sort or 
another in this country. 

Whatever near term changes 
occur in the retail picture, the long 
range view remains encouraging. 
Our own armament program plus 
foreign war business are certain to 
stimulate sharply the industrial 
activity of this country. The result- 
ing increased employment should 
prove a boon to the used car mar- 
ket which, while currently strong, 
is in need of a sustaining force in 
view of the heavy dealer stocks on 
hand. These 


inventories have ac- 
cumulated to what authorities 
believe are a new high level as 
JESS H. STRIBLING 
© et \ | j 
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| take 
| chandise 


vembe1 


otal War 


result of the brisk new car business 
the industry has enjoyed all winter 


tapering-off |@nd spring. 


Chicago Linage Up 


Chicago, May 29.—Middle West- 
ern advertisers refuse to be intimi- 
dated by the war news from Eu- 
rope. That is the view of newspaper 
representatives, who believe that 
linage, which has been climbing 
slowly, is going to turn upward 
sharply from now on. 

“We have had only one cancella- 
tion as a result of the war,’ com- 
mented a veteran Chicago news- 
paper representative, “and when we 
reasoned with the advertiser, we 
had little difficulty in securing a 
reinstatement of the campaign. 

“If actual placement of contracts 
and orders is any criterion, we are 
in for the best summer in many 
years. Not only are most of the 
regular advertisers represented as 
usual, but a number of new names 
and are entering the fold. 
Resort advertising is likely to estab- 
lish a new peak. 

“My own contacts with advertis- 
ers indicate little, if any, uncer- 
tainty. Most of them are undoubt- 
edly interested in developments in 
Europe, but they beginning to 
find that valuable time can be 
wasted in discussing affairs ove 
there, and are placing a ban on wat 
talk during office hours. They 
telling salesmen not to allow 
themselves to be involved in endless 
war debates, but to 
getting order 

“Any flaw in 


faces 


are 


ure 
also 
concentrate on 
the situation will 
the form of shortage of mer- 
from foreign sources, but 
this will probably be converted into 
an advantage in the long run.” 


Los Angeles Local Down 


Los Angeles, May 29.—With one 
exception among agencies contacted, 
the war has had no effect on adver- 
tising budgets or advertising plans. 
One reported client holding 
off decision to reduce budget for 
one month. Client originally wanted 
to cancel but reasoning showed him 
that it would be poor judgment at 
this time. One agency stated that 
it expected local advertising to feel 


agency 


the immediate effects more than 
national advertising because  na- 
tional advertisers “sail on a more 


even keel” throughout the year and 
realize the necessity of keeping 
their products before the public. 


Most retail establishments have 
been feeling the effect of the war 
in reduced business and this is re- 
flected to some degree in retail 


advertising. One paper reported a 
large drop in advertising when 
Germany invaded Denmark and 
Norway However, advertising is 
back to normal and above last yea 
at present. All papers report ad- 
vertisers jittery and undecided ove: 
future course. 


National advertisers with Euro- 
pean market naturally felt effect 
when war was declared For ex- 
ample, European market from 
March to September for Sunkist 
(California Fruit Growers’ Ex- 
change) has been wiped out. They 
were shipping, prior to war, one to 
two million boxes to United King- 


dom. Trans-Pacific trade unaffected 
Lemon market, which was being 
steadily developed, also wiped out 
by war. 


Akron Business Stimulated 


Akron, May 29.—Uncertainty 
over European war crisis is being 
largely offset by America’s own 
new defense and preparedness pro- 
gram which already has stimulated 
business in the Akron area, in the 
opinion of Akron manufacturers, 
national advertisers and publishers 

Akron publishers report increased 
placements both by local firms and 
national advertisers. Tire manu- 
facturers indicate no abrupt re- 
trenchment in advertising schedules. 
The tire industry drastically re- 
trenched advertising schedules with 
the surprise price cut of last No- 
and has made no further 


| retrenchment. Manufacturers claim 
their advertising is controlled more 
| by the price situation than by the 
| war, 

| The possibility of higher crude 
| rubber prices and higher tire prices 
| is causing many motorists to buy 
|replacement casings now. Rubber 
and tire manufacturers. already | 
nave orders for rubber goods war 
materials. These orders cover air- | 
plane wheels and special tires; fully 
molded face blanks for gas masks; 
| solid rubber tires; adhesive fabrics, 
etc. 


| Boston Publishers Noncommittal 


| Boston, Mass., May 29.—The un- 
certainty of the war’s effect on busi- 
ness and advertising is not evident 
here. Craig Smith, advertising man- 
ager, Gillette Safety Razor Com- 
pany, told ADVERTISING AGE that his 
company is carrying right on with- 


out regard for foreign develop- | 
ments. Mr. Smith pointed to Gil- 
|lette’s latest campaign for Valet | 
Auto Strop which will run in 90 
newspapers with 1,440 line adver- 
tisements. 

A prominent Boston advertising 
agency stated that its business 


shows no real effects due to uncer- 
tainty of European conditions. Ac- 
counts are not curtailing schedules 


or limiting them in any way, nor 
are schedules being cancelled be- 
cause of the war. 

Publishers in this area are non- 


committal and unwilling to venture 
statements. 


Baltimore Opinions Divided 


Baltimore, May 29.—The war so 
not disrupted advertising 
schedules here. Agencies are hold- 
ing to 1940 budgets, although opin- 
ions are divided 


far has 


One agency head 


said there is no sense in creating 
business if there is no market for 
their business 


Wilbur Van Sant, president of 
Van Sant, Dugdale Advertising Co., 
said: 

“No budgets have cut; in 
fact, there will be an active in- 
crease in industrial business. The 
situation can be likened to the situ- 
ation as seen in 1914. The trend is 
upward. Of course, consumer activ- 
ity will be affected in a small way.” 

Consumer activity in Baltimore is 
normal and indications point that 
it will be that way until the usual 
summer slump. Business heads are 
of the opinion that the war as yet 
not influenced buy- 


been 


has 
ing. 


consumer 


Cleveland Executives Comment 


Cleveland, May 29.—George H 
Scragg, director of advertising, 
White Motor Company, says: “War 
represents only one customer by no 
means permanent. Therefore essen- 
tial to maintain regular domestic 
business and keep products before 
this field. We anticipate increased 
advertising during last half 
White business has, of course, been 
stimulated by war because trans- 
portation and distribution im- 
portant in such periods. Company 
showed 55 per cent business gain 
for first quarter 1940 over 1939 with 
indications pace will be sustained 
or increased Greatest volume in- 
been on door-to-door 
delivery which is not war product.” 

Harry W. Fortey, director of ad- 
vertising, Warner & Swasey Com- 
pany, reports peak business with 
future volume assured. Regimenta- 
tion of industry in 


year. 


are 


crease has 


defense program 


may throw normal customers out 
of line and many have rushed to 
get in orders No curtailment in 


advertising yet. Might reduce prod- 


uct advertising next vear because 
of embarrassment caused by not 
being able to fill orders but may 
increase other forms of advertising 


to offset 

Horace D. Kerr, president, Bay- 
less-Kert war out- 
come uncertainty may retard busi- 
ness temporarily but sooner or late 
war and defense measures are 
bound to be stimulating. Advertis- 
ing volume will doubtless react 
favorably to business improvement 


Company, says 


Cincinnati Retailers Cagy 


Cincinnati, May 29.—There are 
no changes contemplated by na- 


tional advertisers in Cincinnati due 
to the present war conditions, and 
the only effect on business has been 


a 


Mi/ 


? “ iS 
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FASTENER: 
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GET AN INTERWIEW je | PERS you UR 4105 You 
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WHISKERS SCRATCH 
+HE RECEPTIONIST , | PROSPECT. SURE SALE. 


PARis GARTERS: 


LA SALLE EXTENSION 
NEVE Took A Aw COURXE. 
FECLS GUILTY. ASRS FUR 
PAKDOW THEN ESCaAPer, 


SOMEONE STEPPEY 
HIS DANGLING GAPTe 
VELY TooK SNAP o 
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This cartoon, from the house organ of 


Royal Metal Mfg. Company, Chicac 


demonstrates why salesmen lose orders — according to national advertis: 
Stephen Tedor is advertising manager of the company. 


increased orders in many indus- 
tries. 
The newspapers all report in- 


creased advertising linage in April 
with May also to show a nice in- 
crease. 

It is reported that retail depart- 
ment stores are watching the head- 
lines a little uneasily, but this is 
due more to possibility of increases 
in prices of products, as the large 
department stores have been buying 


on a hand-to-mouth basis. 

James Petty, advertising man- 
ager of H. & S. Pogue, one of the 
quality stores of the city, states 


that their executives had a meeting 
today due to the headline scares and 
discussed the printing of their fall 
booklet, which is the highest priced 
mailing piece they get out, and it 


was decided to go ahead with the 
orders, for the executives were of 
the opinion that war or no war 


people have money to spend, and it 
is necessary for the individual com- 
panies to do a good merchandising 
iob to get their share. 

Procter & Gamble, Andrew Jer- 
gens Company, and Crosley Corpo- 
ration all advise that there will be 
no changes in their advertising pro- 
grams, and they will be carried out 
as planned, all claiming that there 
is no reason to get jittery in this 
country. All report that contracts 
have been signed in the majority 
and there is no backing 
out, but they feel that we will get 
the business. 

Gruen Watch Company is in the 
middle of the and will not 
start work on their fall advertising 
and merchandising campaigns until 
July. 

Bert Johnson, advertising man- 
ager of Kroger Grocery & Baking 
Company, advises that the company 
has always worked on a day-to-day 
and will continue to do so, 
and the war will not worry them 

The Ralph H. Jones advertising 
agency reports that their clients are 
not jittery and are going ahead with 
advertising plans, and that new 
contracts for the coming year have 
just been signed. 

Stockton - West - Burkhart, Inc., 
Thompson-Koch Company, and 
S. C. Baer Advertising Agency were 


of cases, 


season, 


basis 


others who reported “business as 
usual.” 

All of the radio stations in Cin- 
cinnati report very good business 


and no war cancellations 

James D. Shouse, vice-president 
in charge of broadcasting for the 
Crosley Stations WLW and WSAIT, 
said “It seems that radio is in a 
better position today to survive a 
critical period of this kind than 
would have been true as recently as 


four or five years ago, because 
strictly specialty and semi-luxury 
items now account for a much 


smaller percentage of total billing 
than when an appreciable part of 
our business came from the strictly 
specialty items and_ institutional 
promotions. The bulk of radio bill- 
ing today is in the general drug and 
food lines, and unless the situation 
becomes considerably worse there 
should be no severe effects during 
the current year.” 


The machine tool industry. ons 
of Cincinnati’s greatest, is enjoying 
the greatest boom in ten years, with 
war orders accounting for 90 per 
cent of the work. 

Milwaukee Is Hesitant 

Milwaukee, Wis., May 29 
siderable hesitancy on the part of 
advertisers to do any long 
planning is being evidenced in the 


light of a possible German tory 
and its subsequent consequen 

The opinion is expressed by pub- 
lishers and business men that a 
Hitler victory will produce bad 
commercial situation for the United 
States because of Germany's ter 
economy system. 

Business leaders here in any 
instances are satisfied to “sit tight,” 
determined to hit the ball without 
becoming too greatly concerned 


over the implications of the Euro- 
pean situation. 

While many local firms have had 
their foreign markets closed, the 
machine tool industry is 
at capacity, and many manufac- 
turers here anticipate a flow of 
large orders as a result of the heavy 
defense expenditures planned. 


operating 


Buffalo Men Comment 


Buffalo, May 29.—These 
ments give a concise picture of local 
opinion in the war: 

Ernest D. Anderson, 
manager, Buffalo 
“There is a 


WW. 
CON 


advertising 
Evening News 
possibility of an in- 
crease in local retail advertising 
because of increased payrolls du 
to the preparedness program. Na- 
tionally, the linage picture is some- 
what in doubt. The question rests 
largely with automobile manufac- 
turers who may curtail advertising 
if they cut down drastic mod 
changes from year to year and tur 
over some of their plant capacity t 
the manufacture of arms.” 
Stanley P. Irvin, vice-presiden! 
Batten, Barton, Durstine & Osborn 
“The war as yet has had no effec 
on the plans of our local advertis- 
ing clients. I believe businessme! 
are trying to keep their busines 
as near normal as possible in fac 
of the disturbing influences. It 
too early to say if the expected wa 
boom will bring more money in 
advertising channels.” 


Atlantans Worried 


Atlanta, Ga. May 29.—W! 
extremely unwilling to be quote 
individually, on the subject, At 
lanta advertisers, agencie I 
publishers, collectively, may Si 
to have some very definite 


on the effect of the war upon bus! 
ness in this country and their pé 
ticular section 


Just at present, they say 
piece of “bad” war news a 
from Europe gives busines 


much of a temporary set-bat 
If the war continues fi 
length of time, and the All 
able to hold Germany's blit 
they believe there will be a 
improvement in all lines of bu 
with more confidence, more 
tising and better sales all al 
line. If, on the other hand 
many should win the wa! 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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paint a gloomy picture for Ameri-|none unless the United States be- 
can business. came involved. 

At present, Atlantans say, busi-| Another Pittsburgh concern with 
ness gains are offsetting the set-| far-flung branches is the H. J. Heinz 
backs due to unfavorable war re- 


Index of Retail Activity in 
80 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 


Company which has large interests 
ports . . . but the outlook is none too | particularly in Great Britain. When 
bright and it is not getting any | queried, officials of the company 
brighter as time goes on. The} iq that the conflict was showing 
events of the next 60 days are _no effects on their business in either | 


gong to tell the story. | the United States and Canada, and 


/s Gn Bn On Gn On Gn Gn on en oe 4174 =—e . : 
More Texas Paper that their advertising schedules in pt Sacer eran | | | | 
é P these two countries were being | SESS SERRCERS | WEEK 8Y WEEK VARIATION SHOWN HERE 
Fort Worth, Tex., May 29.—The | maintained as originally mapped. | | HERS EERRR RE GE t Behee 
European war likely will result in| Officials at Westinghouse Electric | | TTT) r+ +4 
establishment of additional wood | ®& Mfg. Company said they had felt | | + 4 4 aBe SeSeeeeee 
pulp mills in Texas and the South, | no effects of the war at all on the 
r.1 - . stare . ’ . . . t | ; ’ t , ; ~--$ —+—+ + 4 
Walter C. Johnson, secretary-man- | company’s business which is almost 1 | | I 
ager of the Southern Newspaper] at a _ record peak because of in- i114 SSeereiaresiea 
Publishers Association, said this| creased domestic demand and the - - - hs os Ss | 
week. widely diversified manufacturing | Rae | | 
He pointed out that, because of | activities of the company. Westing- | | 
the war, importation of the esse€n- | house, of course, stands to benefit | | Prt rT] 
tial sulphite and sulphate chemical greatly from the proposed United | rtd TTT 
pulp from Norway and Finland vir-! States rearmament program. t } t+ +44 } Land t+ + = 
tually has ceased and that users of As far as the Pittsburgh news- | t } {| Ze aes Seas 
paper products are casting about for | papers are concerned, H. E. Per-| | LL Lit tt Seeeeeeeeeee g | 
» ay ioliaiai ; | | | | 
new sources. | kins, director of advertising of the | SSS SRSA BSS Sa sess eastene | | |i | } | 
r ne 2 | . | i | | ’ ; ; rT + + + _ = 
“We can produce the pulp here Pittsburgh Press, reported that he L | | im | |_| heal | i | | | L Lil 
a y oo 2 oe = oe ; oe | 4 4 4 4 4 4 4 4 A A 4 4 A 4 4 4 4 4 i A 4 A A A 4 i i = a 
: in the South, and we must, John- | expects a satisfactory gain in ad- : . . . i ) 
| son declared. “One mill at Houston | vertising linage within the next | JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
already is turning out the product | two or three months not due to any | —— —— — 
and four or five other groups are | effects of the war but to increased | % Gain % Gain 
considering the erection of mills in| manufacturing activities at home, 21-Week 21-Week 21-Week or Loss or Loss 
southern Louisiana, Alabama, Ten-| pringing with it substantial em- ae oe Period 1940 1940 Week Week Gain 
- er sarcia : . onde Snded Minded over over kended Ended or 
‘ nessee and Georgia. | ployment gains and a consequent | May 28, 1938 May 27,1939 May 25. 1940 1928 1929 May 27,1939 May 25. 1940 [wo 
“ Pittsburgh Sees Possible Boom increase in purchasing power. Akron oO , 6,152,473 LITTILOUS 3,946,810 23.4 0 214.785 2090 427 o 5 
William S. Walker, president of | Albany, N. ¥ LL DS4,988 L4G1,S26 3,353,740 6.5 ,1 185.469 171,959 73 
. Pittsburgh, Pa. May 29.—-A/ Walker & Downing, Pittsburgh | ae ae : 6,175,064 6.U2, NTN 6,161,466 0.2 11.1 344,246 338,422 1.7 
. A me ° x talt ore ] "O08 a 3 25 4 ; 756 j 1.9 ” « »*° 
y cross-section of opinion gleaned agency reported as follows: | Biresinar am re i +t 778 : : 1 ‘ 240 eae 3 ; 10 5 gtr Spy tt a 
, ne Sechare P rarticarc We ° ‘ > : » AL _ 9, ee 5,200.17 647, ) + 12.3 + 10.5 233,18 250.658 11.3 
, from local publishers, advertisers “Emotional reactions to the for- | 2jjoston™ Mase 7,868,002 F978. B3 1 7,728,711 1.8 7 38N.092 30.059 124 
ind advertising agencies reveals} eign war and our own prepared- | Bridgeport, Conn 3,640,090 1008684 1,144,280 L138 6.0 217,868 S176 01 
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4 have been de tected to date on do ing with the result that most| (oie unide. i Dak Bae Apert | oe + 46 0 ‘ 0 ie 10 116 ae 7 1 
mestic operations, programs and | advertisers are inclined to carry On| @jjarieston. W Va Panda v rTak bo0 oe TRIT — 
adve rusing schedules as a result Of | with their normal advertising | ‘Chicago, 111 13,480,410 12,450,7% 11,951,078 11 i 648.1 624.680 ‘ 
the European war. ; plans. War or no war, America will | Cimeinnati, © 57,058 abcd ab 6,106,232 +64 1 29,621 O16 ’ 
\ There are some who believe that continue to do business.” rt omy r ae 504 4+ ++ ty ¢ ry ad. nego ~¢- 
” : . 4s ‘ aie olumbus, ¢ ’ 0 in) 0 17 8 @ ) 8e7 9449 @ re 
: a big boom is in the offing, citing - . _ ns ‘ ’ ‘ 287,29 | , 
+ f P . ho . a it “as ex SoS 606 sf ‘.é oa8,215 \ . o “ “ “ 
ut the fact that even if Germany wins St. Louis Optimistic |} Davenport, la ,OTS,S85¢ 3,848 + : + 4 He 1 1.{ oo +H eo 74 } 
, decisive victory in the near fu- . , Dayton, O 1,423,566 616,718 TSR 910 7 7 on ae + Ss . 
0- & Gecis : “- . 7 : St. Louis, May 29.—All three Den) ~ Col i .a7 +t J . de $20,056 a 07 4), ADD 
ture, the United States is virtually : ; enve olo 761,367 736,47 7,756 10 10.1 173.846 170.278 
, ’ metropolitan dailies report in-| Des Moines. Ia 2,695,844 748,32 TO2 494 mT 16 180.371 I ’ 
certain to carry on its proposed “a < ; 71 
id . : _ “ creases in linage to 25 per cent over | Detroit, Mich 7,427,213 R.270,18 8,470,628 14.0 ' mage havnt 
_ gigantic rearmament program ligt p T ono 963 . a 
he last May; only one cancellation at- |! Paso, Tex... 1,209,328 4,253,814 1,587,388 + 4 ' 15,790 174 0.8 
2 There is a larger school of thought ‘ ‘ , rie, Pa Peg 749,966 SOL sg S741. 606 11 OR R28 ' o 
ng aaa tributable to war conservatism. | j3,.))' ;, . fe “ yt ips os 
'® mong local manufacturers and| ~ _ a tiver, Mass 1,328,782 1.376.995 1.414.417 6.4 7h TRE 78400 
Ce ; Globe-Democrat splits blame for 15| Flint. Mich 2 883,202 290,274 614,282 6. 1 0 ) 
business leaders who are of the to $8 wer cont tall in used cor tenels 13 7 : a i 3,61 74.706 OM ON 14 
) 1lO de er ce a se ‘ar Sl- “oO sé ‘ i meat XN ‘ m4 i ' ” ; : 
me opinion that rearmament on a large I a, aw oe $289,454 ' y 4,464,9% 1 1 17.380 Te 
y le will be almost as depressing ness between weather and European | Gary, Ind. 1,373,121 18.88 707) »> 1o 55 64a pyre : 
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to business over a period of time| : Greenville, S. ¢ 2,523,065 2,633,200 » 929 679 1é 11.4 163.104 140.108 w 
it j a stimulant hinted cause for sudden pickup of Houston, Tex ‘ 6,695,236 6.824 7.582.580 1 ro He 11.040 eo 
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three Pittsburgh companies—Pitts- hist th September commit Kansas City, Kan 1,044,505 1,052,184 1,270,339 1 0 1173 9,3 ne 
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: elles, Belgium, which is 40 miles | £ ; n y 16 5,468,988 F138 V.4 254,128 92,194 15.0 
\a- th i ae - tc ip | Milk are among those who hold the} Miami, Fla 6,486,837 6.206.298 6.940.126 Ll? a 118 19 48 as 80 
south of Brussels, and now is in “aie ; < atinuban Uri, . 4. i, 4 i j 237,055 
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Reeord 11 Atlanta Georgian and Sunday Ameri: eased pub 
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window strips, and the like, where only a smal! quantity is needed. ; 
a) ” . 
Saves you time end money on many types of mederate-ciee iehe. To Allen & Reynolds Hamman to “Aé&S§ Makes Plastic from Corn 
' Miller Cereal Mills, Omaha, has Jack Hamman, commercial man- Corn Products Refining Company 
Phone Calumal 7200 or While ig org Allen & faa , Omaha, ager of WCAU, Philadelphia, has | has begun the manufacture of a 
‘ ; to direct its account The agency |resigned to join Advertising & | plastic called Mazein from corn at 
MAGILL-WEINSHEIMER COMPANY has also been appointed by Vacuum | Selling. New York, effective June | its Pekin, Il., plant. It can be used 
, > , P- I 
1320-1334 SOUTH WABASH AVENUE - CHICAGO, ILLINOIS Process and Advisory Insurance | 15 He was previously connected | to make buttons and other molded 
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Great Sunday 
Catholic Paper 
Mac Manus Vision 


(Continued from Page 1) 


mander of the Knights of St. Greg- 
ory and a Knight of Malta. He holds 
honorary degrees from five universi- 
ties. As head of MacManus, Inc., 
he administered advertising appro- 
priations totaling almost $250,000,- 
000 and played a major role in 
establishing the promotional tempo 
of the automotive industry. Two 
years ago Mr. MacManus retired 


temporarily from the advertising 
business to enlist leading religious, 
business, labor and financial leaders 
in the project just unfolded. 


Return to Religion 


While the potential income from 
such a paper would be attractive, 
the advertising man is said to be 
chiefly concerned with initiating “a 
concrete move toward the union of 
a large segment of the American 
people against the disruptive moral 
and religious influences now prev- 
alent in Europe.” 

“In my judgment,” he said, “no 
greater contribution could possibly 
be made to the preservation of 
Christian values and the solidarity 
of the nation than the contemplated 
chain of Catholic newspapers. The 


motive which gave immediate im- 
petus to the idea was a joint con- 
viction that if the frightful seepage 
away from the Christian concept in 
America is not checked, we will be 
face to face with the disruptive con- 
tions existing in Europe.” 

Offices have been opened in the 
Fisher building in behalf of the new 
chain. 


Approve Oldetyme Sale 


Stockholders of Oldetyme Distil- 
lers Corporation, New York, have 
approved the sale of the company 
to Schenley Distillers Corporation, 
New York, thus consummating the 
deal arranged on a preliminary basis 
several weeks ago. 

For the present, there will be no 
change in the advertising policies 


and personnel of Oldetyme. The new | lishing company, is vice-president. | terloo, 


Schenley subsidiary will continue to 
operate as a separate entity with 
headquarters at 122 E. 42nd street. 


Peck Advertising Agency, New 
York, has the account. 
Seek WSAR Transfer 

An application has been filed 
with the Federal Communications 


Commission for transfer of the 
broadcasting license of = station 
WSAR, Fall River, Mass., from the 
Doughty & Welch Electric Com- 


pany to the Fall River Broadcasting | 


Company, a subsidiary of the Fall 
River Herald News, which was 
organized recently. Charles E. Se- 
vigny, president and treasurer of 
the Herald News Publishing Com- 
pany, is president and treasurer of 
the new concern and Mrs. Cornelius 
F. Kelly, vice-president of the pub- 


We hereby make oath and 
say...that The Journal Publisher's 
Statement for the six-month period 
ending March 31, 1940, as released by 
Audit Bureau of Circulations reveals 
that The Journal's average daily circu- 
lation continues to be the largest of any 
daily paper ever published in Oregon. 


DAILY JOURNAL _ 139,548 


Total Daily Net Paid Circulation 
for six-month period ending Mar. 31, 1940 


Daily Oregonian 132,090 
Total Daily Net Paid Circulation 
for six-month period ending Mar. 31, 1940 


Portland's trading territory of 136,584* families— 
Oregon's only major market—is thoroughly covered by 
The Journal's 105,161 daily city and suburban circulation. 


The JOURNAL! 


Feillands vifldimoen Teewspaper 
PORTLAND, OREGON 
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REYNOLDS-FITZGERALD, Inc.—National Representatives 
New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 
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*Families from AAAA Market 
and Newspaper Statistics. 


Milk Producers 
Vote $250,000 


for Quick Action 


(Continued from Page | 
jamount of selling among 
farmers. 
| Mr. Carlson, who was acting 
ident until re-elected at the C 
|meeting, is president of the } 
sota Dairy Industry Com 
| Other officers are Dr. Robert 
| Washington Dairy Com 
Seattle, vice-president; E. S 
|\lowa State Dairy Associatior | 
secretary, and Bry S 
|Landt, Wisconsin Dairy 1: try 
Association, Wisconsin Dells 
urer. 


Form Executive Committ: » 


| The executive committee i: les 
|the officers and the following: \yvjj- 
liam J. Murphy, dairy commi er 
Bismarck, N. D.; A. H. Lauternach, 
;|Pure Milk Association, Chicago: 


| Fred Traber, Montana Dairy d- 
j}ucts Association, Great Falls: Harry 
|Dodge, Topeka, Kans.; C. W. Hib- 
bert, Los Angeles; George L. \J 


j|ney, National Cheese Institute. 
|Plymouth, Wis.; Milton Hult. Na 
| tional Dairy Council, Chicag: nd 


|W. A. Gordon, National Asso 
of Local Creameries, St. Paul! 


| While the campaign will be an- 
ced by producers exclusively, rep- 
resentatives of other branches of the 
industry were present at th: 


annual meeting of the ADA 

advisory capacity. The list i ded 
W. D. Hunnicutt, National Dairy 
Products Corporation, and W. A 
Wentworth, Borden Company, both 
of New York; Robert C. Hibben, In- 
| ternational Association of Ice Cream 
Manufacturers, Washington, D. C:: 
|Dr. N. W. Hepburn, American But- 
|ter Institute, Chicago; R. E. Little, 
|International Association of Milk 
Dealers, Chicago, and Owen Rich- 
jards, director of promotion, Na- 
| tional Dairy Council, Chicago 


| Worcester Ad Club 


Elects Bower 


| Edward C. Bower, advertising 
| manager of the Worcester County 
| Electric Company, has been elected 
president of the Advertising Club 
of Worcester, Mass., succeeding 
Harold V. Manzer, advertising man- 
ager of the Worcester Telegram- 
Gazette. 

Elected also were George H 
|Spaunburgh, first vice-president; 
Merton C. Flemings, second vice- 
president; Mary T. Holland, White 
& Bagley Company, secretary; Les- 
lie B. Goff, Morris Plan Company, 
treasurer, and Leon H. Lawrence, 
Marie’s Direct Mail, assistant treas- 
urer. 


Ellis Promoted 

Robert P. Ellis, for the past five 
and a half years a member of the 
Knoxville Journal's advertising 
staff, has been named local adver- 
| tising manager. 


FOR PRINTING PLATES OF STERLING QUALITY 


RG 
ENGRAVING COMPANY 
Now Vor 


| PHOTO-ENGRAVING in color proces 


black and white, Ben Day. line 
WET PROOFING on Four Clay bour® 
automatic 4-color proofing press™ 
|... DAY and NIGHT SERVICE .-- 
304 E. 45th Street, New York. 5. 1: 
Phones: MUrray Hill 4-0715 to 0720 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


THE LADY SITS IN JUDGMENT 


RACK FOR CUPS MEDIA DEPARTMENT GETS OWN RECEPTION ROOM 


In a streamlining job desiqned to cut down waste motions, the media department 
of the Chicago office of Lord & Thomas has turned up with its own reception 
room and receptionist, separate from general reception room. (Story on Pace 8.) 


"PM" LAUNCHES DRIVE FOR READERS 


Answers Lo sore PUENOPSs about \| eee 


anew aed different kind of ails newspaper... coming June 1 


PAPER PLATES. 
NAPKINSeTABLE COVERS 


New wire display rack being distributed 


Attractive artwork used in advertisement addressed to cosmetics and toiletries by Dixie-Vortex Company, which is de- 7 
concerns through the trade press by Allied Products, Inc., New York, maker of signed to show the company's cups, nap- 
private brands. Monroe F. Dreher, Inc., is the agency. kins, plates and table covers. 


Initial promotion copy for the new New York daily, PM, which appears as a 
spread in the June | issues of The New Yorker and Cue. (Story on Page 6.) 


YOUTHFUL COPYWRITERS LEAD THE CHARGE FOR DELSEY HOW STETSON TIED IN WITH EXHIBITION 


WHEN WILL MOAMA LEARN? 


DELSE€Y 1S SOFT, Come Over 
Like KUEENEX ! to my House..we 
o have nce, Sort 

i Delsey / 


Soft like 
2 iat aaah! toes 
Three pieces of Delsey copy which have followed the initial advertisement showing a one-year-old on a ‘sit-down strike.” 
An absolute minimum of copy, and the reiteration of ‘'soft like Kleenex’ characterizes the maiden advertising effort for this Window in a Los Angeles retail shop which featured the new Stetson Stratoliner 
new product of International Cellucotton Products Company. hat while TWA's new planes were being exhibited in the city. (Story on Page 6.) 


ILLUSTRATED INDUSTRIAL ADVERTISING AGENCY EXECUTIVES LEND EAR TO NEW ANNOUNCEMENT TECHNIQUE 
avi Vi a 


Th teresting illustration, originally appearing with a minimum of copy as a 
back cover advertisement for Lake City Malleable Company in Steel, Iron Age In this group of McJunkin Advertising Company executives listening to a new treatment of spot announcements are (seated) 
enc Midwest Purchasing Agent, was reproduced photographically and used by the Leroy A. Kling, Gordon Best, Roy M. Kirtland, Wm. D. McJunkin; (standing) Willard E. Stevens, Dade B. Epstein, Harry Terry, 


company as a mailing piece. James W. Egan, and Sam Bartlett, manager of the agency's radio department, who developed technique. (Story on Page 25.) 
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EVERYONE is aware that there are an awful lot 
of stars spangling the skies. 


But to make a man’s eyes really pop—just give 
him a look through a telescope which reveals the 
myriads of stars there are beyond range of the 
naked eye. 

Scientific method has a way of opening eyes in 
many fields. LIFE’s Continuing Study of Maga- 
zine Audiences, for instance, has opened plenty 
... by revealing for the first time the true total 
number of people who each week get inside of 
America’s four largest weekly magazines—Col- 
lier’s, Liberty, LIFE, and the Saturday Evening 
Post. 


Number is a Big Surprise—Value, Bigger 


Everyone had realized that there were a lot more 
readers than buyers of these magazines. But 
what whacking big news for the business world it 
was to learn from the Study: 


@ That the audience reached each week by 
the four largest weeklies actually totals 
41,700,000 different people—by LIFE alone, 
19,900,000; 


@ That 87.9% of the four largest weeklies’ 
audience (and 91.1% of LIFE’s) is in those 
economic groups which constitute the na- 


tion’s active, effective purchasers; 


@ That, all in all, in this huge weekly audi- 
ence is found a major part of the entire market 
for advertised goods! 


Thus, the true total influence of the four largest 
weeklies is at last clearly understood! By thought- 
ful examination of the Study, that influence now 
can be accurately assayed in practical, workable 
terms. A truly remarkable and stimulating con- 
tribution to advertising knowledge! 


A Storehouse of Significant Information 
The Study’s facts are numerous—its implications 


innumerable. If you haven’t yet found the time to 
dig out some of them, we are certain you will find 
it to your advantage to explore your copy of the 
Study for twenty minutes or half an hour. You 
soon will see how it can help to make more effective 
and economical disposition of advertising dollars. 
You quickly will realize how it can help to make 
your advertising a still more efficient instrument 
of distribution. 

In addition, by skilful interpretation of the 
Study’s revelations, you can uncover a wealth of 
supplementary values. New and ingenious devices 
to employ in advertising, sales convention work, 
merchandising, selling, dealer promotion. 


For complete Study figures, simply write or tele- 


ee 


w-what a flock of them !” 


phone LIFE (CIrcle 5-4400) Time & Life Building 
— Rockefeller Plaza—New York City. 


From the Latest Report 


Scientifically established and analyzed by the 
most successful modern research methods, the 
figures of the Continuing Study show accurately 
to how great an extent the audience of the four 
largest weekly magazines exceeds the number who 
buy them. Latest findings, for instance... 


Magazine 
COLLIER’S .... 
|) ae 
LIFE. . . ... . 2,504,681 . . . 19,900,000 
SATEVEPOST .. . 3,129,168 . . . 13,200,000 
*A BCStatement—6 Months Ending Dec. , 1939, net paid excluding h«'. 


Circulation* 
2,776,621 ... 
2,501,905 ... 


Audience 
15,800,000 
14,000,000 
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